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Outline of the Thesis 
The topic of the thesis is tourism and its impact on the economy at different 
spatial levels - starting at the global and working its way down to the local or 
community level. Initially, however, we need to define what we mean by the term 
tourism. 
Tourism is an array of both services and products filling a demand from the 
private, business and public sectors for travel at home and abroad. It is highly 
fragmented by nature, due to the great complexity of tourists' needs and to the 
fact that the expenditure involved can occur before, during and even after the 
event. 
Culture and the environment are commonly linked with tourism at a high 
priority level, and the sector often appears also as a sectoral target for wider 
economic and infrastructural measures. Tourism, more than many other economic 
development activities, relies on an integrated and sustainable development of its 
area and of its population. Networks of businesses providing a range of 
appropriate services - accommodation, food and drink, transport, leisure and 
cultural activities - are required and the effectiveness of the developments within 
one area may well be reduced if other areas are neglected. Tourism development 
must be sustainable in an economic, environmental and also in a social sense -
which is essentially why tourism in general, and its special segment of city 
tourism, is a subject of great relevance and significance today. 
According to Wood (2002), "The 21st century will be the century of the city. 
The majority of the world's population will live in cities, and they will be the 
drivers of economic and social development and the places in which our culture 
will be created and defined." This intense focus on the city is highly significant 
and totally justifies the author's opinion of the relevance and value of the city in 
tourism terms to Its own economic wellbeing and to that of its region. 
City tourism provides an obvious, general boost to the economy of a given 
location - to the city or town. The effect is clearly stimulating and makes an 
impact on several different areas - on job creation, on the support of local 
entrepreneurial activity and the promotion of investment and re-investment, on 
improving the general environmental culture, on helping to develop a sense of 
local Identity - and also on sustaining and developing the concept of city 
marketing. 
To be successful in this special segment of tourism there is an obvious need 
for the local authority to play some coordinating role in the organisation of 
tourism in their city - with the aim of formulating a public-private partnership 
with the local business community. To make this cooperation work effectively, 
the local authority will need to use marketing tools, themselves requiring new 
management methods, to adopt a fresh, market-oriented philosophy - and also a 
radically new, institutional system to translate this philosophy into practice. 
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Examples which have proved successful in practice are very necessary if we 
are to persuade anyone to adopt a new philosophical or theoretical approach to 
affairs which they have earlier treated in a very different way. Hungary, however, 
has a considerable advantage in relation to many issues - not least to tourism - in 
bordering a friendly country with which there are many close historical 
connections - namely, Austria - and Austria has a formidable range of experience 
to offer in Hungary's learning process. We have, therefore, made use of the 
Austrian example in a. number of areas when examining such issues as national 
and regional trends in tourism, the emergence of the relatively new market sectors 
such as the "short holiday" and "city tourism" and in researching the methods of 
extracting useful data from tourism. The latter merits careful attention in order 
that the great significance of this economic field can be fully understood by all 
concerned - and correctly handled so as to maximise the potential benefits of 
tourism in a sustainable way. 
A critically important element in any serious assessment process are the 
methods used to acquire information, to produce data of a quality and reliability 
which can be safely used as the basis for major policy decisions by central and 
local government and by the private sector. To date, much of the traditionally 
produced data relating to tourism has been quite inadequate, depending, as it does, 
on a very narrow perspective of the economic benefits of the tourism industry. 
The TSA (Tourism Satellite Account) method fulfils the requirements extremely 
well - and generates figures proving that the value of tourism to the economy is 
substantially greater than was thought. This issue is explored with, once again, 
input from Austria, and we urge the rapid adoption of TSA into the Hungarian 
statistical circle. 
For maximum local (and regional) benefit, it is vital that changing market 
demands are monitored and that the survey results are then thoroughly analysed. 
A forward vision is most necessary, as is the ability to plan efficiently and 
realistically. This is clearly a major, ongoing task for the local authority, either 
alone or in association with interested parties from the private sector. The years 
facing us are highly competitive ones in which increasingly severe competition in 
whatever economic area will afford great benefit to the best, but little to those 
would-be competitors who fail to match the standards required. Such 
considerations applied to tourism, however, should not omit the needs and 
aspirations of the local community. This also needs to be satisfied with the 
product and to see their full share of the benefits earned, whether in terms of 
employment opportunities, the physical environment or in the overall quality of 
their life. 
To explore this question more deeply, the author carried out a survey during 
the summer of 2000 focusing, firstly, on the opinions and experiences of local 
residents. These were asked how they saw - how they evaluated - their city in the 
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context of strong domestic competition for position in the leisure and business 
tourism markets. A second survey asked a number of questions of visitors 
concerning their demands, preferences and experiences. Both surveys were earned 
out at more or less the same time in the cities of Pécs and Graz. The latter is, of 
course, Austria's second-largest city, the capital of Styria, and a city with 
outstanding experience and success during the last decade in the area of city 
tourism. By a process of comparison, we were seeking some conclusions to be 
formulated as working recommendations to assist Pécs in its continuing efforts for 
recognition and a place on the international tourist map. 
In May, 2004, Hungary was accepted into the European Union - and so 
qualified for one of the EU's minor, but stimulating projects - the title of 
European Capital of Culture (ECC). In brief, there is a possibility that Pécs could 
be designated as Hungary's choice for the year 2010 - a year in which a German 
city will hold the title - but now with a partner city from a new member state of 
the EU. This is an issue of great, perhaps the utmost, concern to Pécs and so we 
conclude the thesis by an examination of what is involved in such an exercise -
the quality and quantity of input into preparation for the event, to say nothing of 
the investment involved, the costs and benefits of the year itself - and the costs, 
benefits and problems of later years in retaining the gains of the years as ECC. 
Aims of the thesis 
In brief, the author's basic hypothesis is that the town or city where tourism is 
developed can be an effective growth-pole for the entire surrounding region. 
Clearly, to support this, research is needed which takes fully into account the 
complex economic impact, of tourism - not only on the city involved, but on the 
surrounding region also. 
A primary aim Is to analyse, firstly, the impact of city tourism development 
as a part of a broader programme of regional policy, secondly, the relationship 
between regional development planning and tourism, and, thirdly, to elaborate a 
strategic approach to tourism planning and regional development on the basis of 
different spatial categories. 
A further aim is to analyse and compare two examples in Central Europe 
considered to be similar in many respects - Styria in Austria and South 
Transdanubia in Hungary. This is to be done not only from the tourism standpoint, 
but, additionally, to show the potential for adopting useful ideas and methods and 
for creating a new approach, based on Styria's example, to measuring the tourism 
performance of the South Transdanubian region - all by way of supporting the 
continuous development and improvement of the sector by means of a very useful 
aid. 
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It is also a main aim to elaborate a "best practice" concept and its adequate 
conceptual framework within this special area of tourism (city tourism) and to 
explore its adaptability and effectiveness within the domestic (Hungarian) context. 
A further aim is to offer suggestions for creating a city policy which 
develops tourism positively, together with an organisational and institutional 
system supporting it, and for creating a marketing policy which successfully 
positions the city in both national and international city competition. 
Research Methods Used in the Thesis 
An exhaustive selection from the available reference literature and from other 
sources (tourism-related documents) is used. The whole comprises a selection of 
what constitutes, in the author's opinion, the most significant and relevant domestic 
literature on both general and city-related issues of tourism (Lengyel, M. 1992, 
Michalkó, G. 1999, Piskóti, I. et al. 1997), the most important foreign literature 
analysing the economic impact of tourism (Williams, A.M. and Shaw, G. 1990, 
Crouch, G.I. and Ritchie, J.R.B. 1999) and the methodological literature necessary 
to arrange, operate and analyse tourism-related surveys (Mazanec et al. 1997) 
A major analytical exercise which we undertake is a cluster analysis carried 
out with the help of the SPSS programme and utilising data provided by the 
Hungarian Central Statistical Office. 
We use a descriptive analytical technique to present the Austrian TSA 
system to demonstrate the relevance and value of the TSA method of calculating 
the true economic impact of tourism and the necessity of introducing the system 
as rapidly as possible into Hungary. 
We can classify the gathering of the data produced by the surveys (carried 
out in 2000 for the purpose of analysing the spectrum of the existing customer 
base for city tourism and also of the realistic potential for a new base) as 
quantitative research, and the numerous interviews with opinion leaders in both 
countries (mainly researchers and practitioners representing the strategic 
background to this specific area of city tourism), as qualitative research. 
The output of the surveys is assessed by the author as an exercise in 
comparative analysis of the adaptability of the successful Graz/Styrian/ Austrian 
concepts to those of Pécs/South Transdanubia/Hungaiy, and as a review of the 
realistic opportunities for their implementation. 
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Part 1 
The Nature of the Tourism Phenomenon 
Enhancing Economic Development 
Foreword 
The first part of this thesis attempts to deal with some broad, but relevant, issues 
of tourism and society. In the opening chapter we look at the factors contributing 
to economic prosperity. This involves issues of comparative and competitive 
advantage - a wide-ranging topic embracing the basic appeal and natural 
limitations of a destination, the infrastructure and local managerial and 
entrepreneurial culture - and a view of how tourism benefits a community, a 
region or even a country. We examine factors relating to general economic 
wellbeing, the environment and quality of life, since they affect the resident 
population also. The second chapter deals with the tourism industry, and 
especially with its economic role in national and regional development. To 
achieve a perspective of the importance of this, we tabulate data on tourism in the 
national economy for all EU-25 member-states covering the period 1996-2001. 
The chapter then moves on to the problems of unreliable economic data from 
traditional sources, leading to the clear necessity to adopt TSA (Tourism Satellite 
Accounts) principles for data collection and evaluation. The results underline the 
importance of tourism to the overall economy, illustrated by means of Austria's 
application of the TSA method - with the conclusion that this is a vital step for 
Hungary to take as rapidly as possible. 
In the third chapter we, first of all, look more closely at the trends affecting 
tourism in both Austria and Hungary - in an attempt to identify productive fields 
for development within tourism, and we then move on to a comparative overview 
of two regions (one in each country) to demonstrate that our region of Hungary 
(South Transdanubia) can profitably look to the Austrian example (Styria) for 
guidance in the field. Styria has at its disposal an enviable mass of hard, practical 
data showing the intensity and distribution of tourism over the region. This picture 
of the performance and potential of tourism is a most valuable aid for planners in 
determining future development, and, noting the absence of any equivalent in 
South Transdanubia, the author undertook a programme of empirical research, in 
which micro-regional data was used as input for a specific cluster analysis 
exercise - to produce a model for the same purpose. Finally, we highlight the 
importance of city tourism as being of especial interest and potential for Hungary 
in today's international tourism environment and urge that some concentrated 
effort be invested at national level to further this. We emphasise the benefits - and 
the realism - in targeting "short holiday" visitors, reflecting one important sector 
of Hungary's attractions and tourist-handling capacity. 
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Chapter 1 
Tourism and its Benefits to Society 
1.1. General introduction: tourism and society 
For many years, it would be true to say, operators in the tourist industiy more or 
less worldwide had a - perfectly legitimate - grievance. They complained that they 
were being taken for granted by government and population alike; their 
contribution to the wellbeing of a community or of a wider society being 
overlooked. 
In recent years this has changed, and most states now recognise, perhaps 
with some initial astonishment, the role played by the industry in the economy. 
Governments, as governments do, have taken advantage of the situation by 
levying taxes - not simply on profits made by the active professionals in the field, 
but also directly on the tourist in the form of a tourist tax charged per night of stay 
in á given place. In theory at least, such taxes are to be devoted to the 
improvement of facilities, in order to maintain or increase the attractiveness of a 
location, and, perhaps, this is largely the case where the tax revenue is retained in 
its entirety by the local authority. In other situations it is, of course, a useful 
source of general revenue for a government. 
Concurrently, the public - the travelling public, the tourist - has become 
more sophisticated, which means more demanding and more selective. At the 
same time, the same population, wearing the resident's hat rather than the 
tourist's, is looking more and more closely at all developments in its area to 
satisfy themselves that these are acceptable, environmentally friendly, appropriate 
to the area and, of course, profitable for as many of the permanent local 
population as possible. In other words, the industry as a whole Is under 
examination to a serious extent. 
How are the resulting questions to be answered and how are these various -
perhaps competing - interests to be satisfied or, at least, shown as being addressed? 
The assessment of the way in which (and the extent to which) tourism benefits a 
community, region or country is, obviously, extremely important, and here the 
factors being scrutinised involve general economic prosperity, the environment and 
the quality of life - all for the permanent, resident population as a whole. 
In this chapter we attempt to examine the most basic of these factors - that 
of contribution to economic prosperity, We say "the most basic" since the other 
considerations (such as the complex one of the quality of life) depend upon this 
factor enormously and are directly influenced by it. For example, if a tourist 
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destination0 is sufficiently attractive in whatever way, it can provide an excellent 
standard of living for a large number of the local population and so create the 
conditions for a high quality of life for the whole population. Almost certainly, 
environmental concerns are also to be addressed in order to preserve or enhance 
the attractiveness of a destination. In addition to the positive effects upon the 
future tourist potential of the destination, the residents will also benefit from such 
improvements year-round. Such a "spin-off effect is made possible by the 
economic success of a destination and by the recognition of the need to further 
invest or to re-invest to sustain this success. The community becomes, and 
remains, prosperous. 
In a wider context, not only will tourism be a major contributor to global 
prosperity, but also the very nature of the tourism phenomenon will shape the life-
styles, societal structure and, inevitably, the quality of life of many citizens of the 
world during the early years of the third millennium (Crouch and Ritchie, 1999). 
Such economic significance as can be ascribed to tourism, and the way in 
which it affects the quality of life of both the tourist and the resident within a 
specific community (destination) need to be measured thoroughly and accurately, 
and concerns relating to the need for this loom large in researchers' minds. The 
phenomenon is complicated, and one of the more serious aspects concerns the true 
size and nature of that direct expenditure which relates to tourism and the 
subsequent indirect effects on the economy. Over recent years much has been 
achieved to improve the reliability of measurement in the field, one highly 
important factor in the process being the concept of "satellite accounts" and their 
elaboration. These satellite accounts serve to demonstrate much more fully and 
accurately the significance of tourism to a country within its national accounts 
system. Furthermore, such satellite accounts do assist materially in producing data 
otherwise extremely difficult to extract (Boskin, 1995). Such measurement 
systems were introduced in Austria first in 1995, and, since that time, methods 
have been further developed most beneficially. 
This specific topic will be analysed in more detail in the second chapter -
with the object of providing a practical example of what could and should be 
adopted by Hungary, the better to understand the whole phenomenon of tourism 
in the country and, therefore, the better to be able to make decisions for the future. 
This particular chapter aims to highlight the importance of destination 
competitiveness and, in the same connection, to show the reality of international 
tourism's market-place. All participants in this market-place need to acknowledge 
that, to be successful, destinations must ensure that their overall attractiveness and 
the quality of the experiences which they offer to their visitors at least equal - and 
1 Note: the term "destination" is consistently used to signify a place specifically targeted by a 
tourist for a visit. 
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preferably surpass - those offered by their competitors, who are generally 
numerous. 
Concurrently, changes are appearing which make it absolutely clear that a 
much greater degree of collaboration needs to be introduced at local and regional 
level to ensure that a quality tourism product can thrive at the global level. This 
mode of operation is neatly termed by Edgell and Haenisch (1995) "co-opetition." 
From a societal perspective, these authors also assert: "International tourism in the 
twenty-first century will be a major vehicle for fulfilling the aspirations of 
mankind in its quest for a higher quality of life, a part of which will be 
'facilitating more authentic social relationships between individuals"'(pp. 2-3). 
1.1.1. A conceptual framework for competition 
Porter's (1980) familiar "five forces of competition" model identifies the basic 
sources of competition at company and product level. The five forces - industry 
competitors, substitutes, potential entrants, suppliers and buyers - lie within the 
domain of the company's competitive microenvironment. The, by now equally 
familiar, national "diamond" of Porter (1990) addresses competition in terms of 
the determinants of national advantage in particular industries or industry 
segments (Crouch and Ritchie, 1999). Whilst this five forces model could apply at 
corporate level in tourism, the national diamond model seems to suggest the 
fundamental structure of competition among national tourism industries; that is, 
the country itself as a tourist destination. 
Factor conditions (both inherited and created factors of production) are a 
particularly important source of competitiveness for tourist destinations. Physical, 
historical, cultural and recreational resources often represent primary travel 
motivations (Crouch and Ritchie, 1999). 
In most countries, the national tourism industries depend on domestic 
demand for the majority of their business. In a situation of strong and well-
established domestic demand, foreign demand generally thrives more readily. The 
obvious and important relevance of this latter observation to the Hungarian 
situation will be discussed later, but, in the meantime, it can be said that related 
and supporting industries, which have their own advantages, are capable of 
breathing life into the industry. For example, the leisure and recreation, retailing 
and entertainment industries are all complementary to the tourism industry. 
Likewise, supplier industries (accommodation, transportation, food services, the 
arts etc), which are either unique or cost-efficient, provide advantage to the 
tourism Industry. 
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Table 1 
Elements and Levels of Competition 
Elements of 
Competition 
Level of Competition 
Companies & Products National Industries National Economies 
The structure industry competitors -
substitutes -
potential entrants -
suppliers 
buyers3' 
The territory - target markets 
The stakes 
\ 
market share 
profitability 
survival 
The tools goods and services 
corporate strategy 
market research 
competitor analysis 
factor conditions 
demand conditions 
related and 
supporting 
industries 
firm strategy, 
structure, and 
rivalry 
chance 
governmentb') 
resources 
global markets 
favourable public 
policies 
respect 
industrial strength, 
growth, and 
prosperity 
international 
dominance 
political lobbyists 
industry 
associations 
strategic alliances 
marketing 
authorities 
industrial policy 
cartels 
joint promotions 
science and 
technology 
people 
government 
management 
infrastructure 
finance 
internationalisation 
domestic economic 
strength0' 
jobs 
foreign investment 
trade 
economic prosperity 
quality of life 
international trade 
policies and free 
trade agreements 
innovation and 
entrepreneurship 
education and 
training 
productivity 
improvement 
investment 
economic policy 
national culture 
Note.: 
a) Porter, 1980. 
b) Porter, 1990. 
c) The World Competitiveness Report, 1994. 
Source: Crouch and Ritchie, 1999. 
The fourth point on Porter's diamond relates to corporate strategy, structure and 
rivalry. A competitive climate stimulates improvement whilst discouraging 
stagnation (e.g. the continuous improvement, wider selection and expansion in 
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numbers of spa resorts in Hungary has enabled the country to stay at the top of 
this segment of the tourism market). 
Porter added two additional variables to his competitive diamond - each of 
which can influence any of the four major determinants: 
- Chance events (e.g. natural disasters, political events, terrorist attacks) can 
provide opportunities for some and threats for others, and the extent to 
which the opportunity can be seized by alternative destinations, or to 
which the destinations which have suffered can recover, Is critically 
important, 
- Governmental influence can also be significant in its impacts, both 
indirectly and directly (e.g. by destination promotion), on the determinants 
of national advantage. Governments, of course, have tended to become 
more involved in tourism as the economic significance of the industry has 
been more clearly recognised. 
1.2. Comparative and competitive advantage in the field of 
tourism 
In Richardson (1987, p.61) we read that the travel and tourism sector is "fully 
Internationally tradable, in the sense that suppliers from any country could 
compete in these markets in a fully liberalised institutional environment". To 
experience the service, the tourist must travel from his home to the destination -
near or far, domestic or foreign - and so factor conditions are significant. The 
theory of comparative advantage allows for considerations such as spatial factors 
and might seem to be applicable to questions of the competitive advantage of 
different destinations. However, Porter (1990, p.20) makes the case for a new 
approach to competitive advantage - one taking account of spatial factors and 
differences. The better to understand this issue, we need to look at the basics of 
these two principles of advantage. 
1.2.1. Comparative advantage 
This concerns a destination's "factor endowments" of all types. Porter (1990) lists 
five such types: human resources, physical resources, knowledge resources, 
capital resources and infrastructure, although, looking specifically at tourism, we 
might justifiably add historical and cultural resources to this list. 
The World Competitiveness Report of 1992 offers the interesting thought 
that, according to the received wisdom, a country should trade those products or 
services providing the greatest advantages, or the least disadvantages, in relation 
to their trading partners. On the other hand, natural resources do not figure well in 
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such a thesis, since, once exploited, they disappear forever and cannot be 
reproduced. In this way, the national balance sheet is simply depleted. Tourism, 
however, can show a much more favourable picture in the sense that the tourist 
should return home having removed none of the natural resources or serious 
physical elements from his destination, even though he has paid for the 
experience. The visitor pays for the temporary, non-exploitative use of climate, 
scenery, culture and the like. To revert to the balance sheet metaphor, the asset 
side should remain unaffected by the visit - and might even be said to be 
enhanced - since a satisfied visitor will probably wish to repeat the experience, or 
he will at least recommend such a visit to others within his circle, thus improving 
the asset position of the destination in question. 
However, everything is not necessarily so favourable, since the asset side of 
the balance sheet can be depleted by externalities introduced (or allowed to intrude) 
by mismanagement or some other factor in the development of tourism. For 
example, ill-controlled development may bring about environmental pollution, 
scenic despoliation and encroachment into a previously undisturbed wildlife habitat 
- to' say nothing of the spread of disease, of social fragmentation and of the rise of 
what we may, perhaps, term "tourist ghettos". These elements often affect those 
areas least able to cope with such problems (for example, the third or developing 
world), and so it has to be the subject of warnings (no doubt easy from the 
standpoint of the developed world) that the clearly visible short-term gain and 
prosperity should not be sought at the expense of long-term cost. True prosperity, 
deriving from whatever source, means value added only over the long term. 
If we leave aside this question of externalities for the moment, we can see that 
tourism is a unique economic activity, in that it does not sell physical resources. In 
the context of tourism, what are important are natural, inherited resources, resources 
which in themselves may be said to have no intrinsic value (even though it is held 
by some that value cannot be measured in simple economic terms). 
1.2.2. Competitive advantage 
Whereas comparative advantage relates to the possession of resources by a 
destination, competitive advantage means the ability of the destination to exploit 
and use these same resources effectively over the long term. On this basis, any 
destination clearly rich in such resources may not be as competitive as another 
destination which lacks resources on this scale, but which demonstrates an ability 
to utilise the little which it has more effectively and enduringly. Therefore, a 
destination which possesses a "tourist vision" and communicates it to all of its 
stakeholders and so makes the most of its strengths (whilst understanding its 
inevitable weaknesses) and which develops an appropriate marketing strategy 
(and implements it successfully), may well be more competitive (and hence more 
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successful) than one which has never troubled itself to examine the role which 
tourism should play in its development. 
A frequently referred to example of this lies in a comparison of Singapore 
and Russia. It is, perhaps, difficult to imagine two more disparate countries or 
destinations - and certainly two possessing so very different a mix of factor 
proportions. However, this is by no means a complete explanation of the 
difference in the level of competitiveness. The balance is accounted for by 
competitive advantage, which relates to the ways selected in which the very 
different sets of resources are to be utilised. Crystallising this, we read in Porter 
(1990 p. 83) the assertion that states or nations which are "factor disadvantaged" 
are often stimulated to find innovative ways of overcoming their comparative 
weaknesses by developing competitive strengths. To exemplify this, we can take 
Singapore itself. This small nation-state has positioned itself very carefully and 
positively as a destination for a short vacation (often of the stopover type) offering 
the world's finest luxury hotels for accommodation and the widest imaginable 
range of shopping facilities (generally tax-free) to a relatively wealthy sector of 
the 'international tourist market. This strategy has since been copied by, for 
example, Dubai and Hong Kong. All three have relatively little to offer In the way 
of natural resources and attributes, and only one (Singapore) can be said to 
possess a truly rich cultural heritage. 
Different destinations have naturally devised different modes for utilising 
their resources relating to tourism. Earlier the governmental role in what has come 
to be known as destination management was much less prominent. Today, 
however, many areas and levels of government in general are involved in the 
promotion, regulation, presentation, planning, monitoring, maintenance, co-
ordination, enhancement and organisation of tourism resources (Crouch and 
Ritchie, 1999). 
The decision-making centres vary. In some countries, (and not dependent 
necessarily upon size), the national government plays the dominant role, whilst in 
others more than one level participates. By way of example, we can suggest 
Hungary and Austria as representing these two different approaches, above all 
from the point of view of the distribution or re-distribution of funds. Hungary is 
the archetypal central government practitioner, where all matters relating to 
finance are, directly or indirectly, decided at national level. Austria, on the other 
hand, has well-developed and sophisticated provincial and community tiers of 
government and, whilst the federal authorities are involved in tourism to the 
extent that they are responsible for general economic policy, public transport, 
subsidies etc (all of which may have a bearing on tourism), the constitution gives 
the basic responsibility for tourism, to the nine provinces 
Where central government is the decisive force the parameters and 
constraints are established by them, directly or through their agencies or 
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institutions, and funds are channelled accordingly, whereas, with the alternative 
system, contributions are extracted at federal, provincial and community level. 
This will be discussed in more detail at a later point. 
Tourism resources are likely to be used more effectively if there is a high 
degree of coordination in terms of the destination strategy to be used for tourism 
development purposes. For this to happen, the interested parties - the stakeholders 
- need to agree concerning the corpus of information (and research) - which gives 
the detail of the available resources. Good communication among the various 
parties involved obviously helps to define the course for a specific destination. 
In respect of competitive advantage, the mobilisation or deployment of the 
applicable resources may be considered to comprise five different factors (Crouch 
and Ritchie, 1999): 
- an audit or inventory of resources, which is needed before they can be 
deployed appropriately (although this should be qualitative rather than 
purely quantitative), 
- a clear understanding of both the capacity and the limitation of these 
resources and the consequences of their use, 
- the maintenance of resources, to prevent unnecessary deterioration and to 
facilitate sustainability, 
- action in respect of added (man-made) resources in particular, to promote 
the growth and development of these resources, 
- efficiency and effectiveness in resource deployment. 
1.2.3. Destination competitiveness 
Whereas destinations mainly compete for economic reasons, with the emphasis on 
the attraction of tourist expenditure, this may not be the sole consideration. For 
instance, international tourism provides opportunities to present a country in a 
favourable light as a place to live in, to retire to, or as a place for business or 
investment; it may likewise be useful politically as a means of increasing national 
self-esteem or pride. Tourism also provides the opportunity to preserve ecological 
resources and cultural assets. Tourism is also held to be a valuable tool to broaden 
and deepen understanding and cooperation among peoples, so promoting peace. 
All such political concerns and considerations, of course, make it more difficult to 
analyse and define the concept of destination competitiveness. 
Poon (1993) argues: "Competitive strategies [are] critically important for 
tourism destinations to sail a new tourism course. This is so because: 
1) Comparative advantages are no longer natural. 
2) Tourism is a volatile, sensitive and fiercely competitive industry. 
3) The industry is undergoing rapid and radical transformation - the rules of 
the game are changing for everyone. 
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4) What is at stake is not just tourism, but the survival of tourism-dependent 
economies. 
5) The future development and viability of tourism-dependent economies will 
depend not only on tourism, but on the entire service sector (p. 291)." 
The two concepts of comparative and competitive advantage provide a 
theoretically sound basis for the development of a model of destination 
competitiveness. 
1.3. A conceptual model of destination competitiveness 
Crouch and Ritchie have drawn up a conceptual model (1999) which derives from 
a number of ideas and research activities carried out over a period of four years. 
This model is reproduced as Figure 1. 
The focus of the model is on the link, between tourism and the quality of 
life, together with the significance of the destination competitiveness concept. It is 
not predictive or causal: its primary purpose is simply explanatory; it is relatively 
abstract and does not lay down specific, empirical generalisations. Crouch and 
Ritchie described it, using Neuman's typology (Neuman, 1994, p.51), as a "theory 
on a topic." 
1.3.1. The micro-environment of competition 
A destination's competitive (micro-) environment constitutes the most salient 
elements defining its immediate arena of competition (Kotler, 1988). Apart from 
the destination itself, it includes professionals from within the travel trade, 
tourism markets, competitive destinations and a destination's public or 
stakeholders. (The latter includes local residents, employees in tourism, the media, 
financial institutions and relevant government departments). 
These entities together make up the system of tourism and shape the 
Immediate environment within which a destination must adapt Itself in order to 
compete. 
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1.3.2. I lie macro-environment or competition 
Tourism as an industry is subject to the pressure of global forces relating to: 
a growing concern for the environment, 
- the worldwide restructuring of economies, 
demographic changes in the market, 
- the complex and changing relationship between technology and human 
resources, 
- the appearance of cultural diversity in a world which is continuously 
becoming more homogeneous and 
- the spread of democracy on a global scale (Ritchie, 1992). 
For a destination to remain competitive, it must adapt itself to, or overcome, the 
problems which these forces generate. On the other hand, however, these same 
forces do offer new opportunities for innovation and market development. 
• Both the macro- and microenvironments, which play such an important role 
in destination competitiveness, are continuously changing and evolving, and., 
similarly, continuous monitoring of them should be seen as a vitally important 
task for destination management. 
1.3.3. Primary factors and resources 
By this term we mean the core elements of the appeal of a destination, or, in other 
words, the main reasons why a tourist will choose one destination rather than 
another. We can separate these factors into six categories: 
- The "physiography " of a destination is the most important, and this means 
the environment within which the visitor lives and enjoys the destination. 
Destination managers essentially have no control over this and the man-
made tourism environment is limited by its characteristics. 
- The culture and history of the destination follow this and, likewise, are 
outside the control of tourism management. 
However, if a destination has a unique character and can offer the visitor 
an experience of a life-style differing from his day-to-day routine, this 
gives a competitive advantage, and, if this is supplemented by an historical 
setting again differing from the home environment, then the competitive 
advantage becomes even stronger. 
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- The market ties component includes several elements such as ethnicity. 
One example of this would be the frequent visits to Hungarian tourism 
destinations by members of the Hungarian diaspora and the visits by 
German citizens whose families were displaced from the region after the 
Second World War. Another example comprises visits by friends or 
relatives. This is a major sector in terms of numbers and frequency of 
visits, even if not the most profitable for the economy. It is, however, one 
with the potential to be a multiplier in that business and other connections 
can develop from these relationships and so contribute to the economy. 
- The range of activities within a destination is of great importance and is 
one over which destination managers do have a major degree of control. 
There is a discernible trend on the part of tourists to move from the 
traditional, somewhat passive, style of tourism to a more active one, and 
so destination managers need to be able to offer the widest range of 
activities compatible, of course, with the destination's history, nature and 
culture. 
- The promotion of special events may, perhaps, be regarded as an integral 
part of the previous category, but its significance is so large that it merits 
clearly separate treatment. 
The level of interest shown by destination managers also reflects the great 
degree of control which they have over the area. "Special events" covers a 
wide range of "happenings" which may well generate interest and 
involvement on the part not only of visitors, but also of residents; but the 
total spectrum may range from modest, strictly local, festivals to 
internationally renowned "mega-events" such as the Olympic Games and 
other global sporting contests. The first of these are almost invariably 
related to the daily life of a community, but they may also draw visitors 
from neighbouring regions. On the other hand, the "mega-events" (Ritchie, 
1984 and Steiner et al., 1998) involve much greater commitment - and 
professionalism - on the part of the destination, although they give at least 
an opportunity to a destination to establish itself at the international level. 
Nevertheless, the international dimension of a "mega-event" should not 
Ignore local interests, including community involvement, when decisions 
regarding the hosting of such an event are taken. In this same context 
should be mentioned the relatively new phenomenon of "Cultural Capital 
of Europe". This topic will be analysed later in this work in a comparison 
between Graz and Pécs, the former being the successful holder of the title 
in 2003 and the latter a hopeful future candidate. 
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- The tourism superstructure comprises the major elements of the tourism 
industry, including accommodation, catering, transport services and major 
attractions. 
This is an area over which destination managers exercise a major degree of 
control or influence. Tourists in general rarely choose their destination 
based exclusively on the quality of the hotels or restaurants in a location, 
but, nevertheless, these are a core element of the overall appeal or 
attractiveness of a destination. 
1.3.4. Secondary factors and resources 
Secondary factors and resources generate something more in the nature of a 
supportive effect since they provide a strong base on which a successful tourism 
industry can be established. The most important of these include the extent and 
condition of the destination's general infrastructure - local transportation 
services, communication systems, public facilities etc. - all critical to any 
economic and social activity. In addition, there are facilitating resources and 
services. These include various public service areas, financial Institutions, the 
quantity and quality of locally available human, knowledge and capital resources. 
Education and research institutions, of course, may provide several types of input 
on which tourism depends. 
Local entrepreneur ship plays a major role in a destination's continuing 
competitiveness, and it is significant that tourism in general embraces many 
small-to-medium enterprises at local level, whose development contributes 
materially to the local economy and to the quality of life of residents. Porter 
(1990, p. 125) noted: "Invention and entrepreneurship are at the heart of national 
advantage." 
The accessibility of the destination itself is an important supporting factor, 
although there are, within, this concept a number of disparate external sub-factors 
which can have either a positive or a negative effect. These include such matters 
as the availability of direct flights or of good connections, and the need, or 
otherwise, for visas, none of which are related in accessibility terms to simple 
geographical distance. Moreover, once the tourist has reached the destination, the 
accessibility within that destination of the main tourism attractions assumes 
primary importance. 
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1.3.5. Factors of destination management 
It goes without saying that the marketing of the destination has the dominant role 
in promoting the place. However, this is a complex matter, since there are many 
critical considerations to be borne in mind when planning any campaign. Careful 
attention to product development is needed, as are appropriate pricing policies for 
the specific destination and a realistic selection of target markets which are most 
likely to be attracted by the location whilst, at the same time, generating a yield 
adequate to sustain development. 
In terms of service, destination management also needs to take a wide view 
of Its responsibilities and attempt to ensure that the total experience of the tourist 
is a satisfactory one. It needs to ensure that each component of a visitor's journey 
to the destination is trouble-free and that travel agents and local service-providers 
are competent. 
The information component comprises the effective use of information 
systems to provide managers with the required information concerning visitor 
needs. It also should involve the regular monitoring of visitor satisfaction as well 
as the tracking of the performance of the tourism industry. Finally, each unit of 
the overall destination management structure should be responsible for 
disseminating relevant market and performance information to its colleague units 
or members - both regularly and rapidly, in order to facilitate effective reaction to 
changing circumstances and to ensure a consistent and high level of productivity. 
This need for the broad view derives from the concept that tourism 
destination management has responsibility for the overall wellbeing and success 
of the location in question. This also makes clear the vital need for effective 
teamwork within the destination management field - in other words, a high level 
of Public and Private Partnership. 
A new, but increasingly significant, component of destination management 
is the need for managers to adopt a very positive approach to the resources in their 
charge. Resource stewardship demands a long-term view of tourism within a 
destination and takes particular care to protect all, but especially the more 
vulnerable, resources of whatever type, so as to facilitate sustainable tourism 
competitiveness. 
1.3.6. Qualifying factors 
This category is intended to cover a group of so-called situational conditions since 
they refer to factors which have an effect on the competitiveness of a destination 
by somehow modifying the influence of the three sets of factors detailed above. 
They essentially reveal the limits or the potential of a destination irrespective of 
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those inputs and remain outside the control of the industry as a whole (Crouch and 
Ritchie, 1999). 
It is evident that the physical location of a destination plays a major part in 
the attraction of visitors. One local example of this might lie in the volume of 
Hungarian tourist traffic to the Austrian Alps or the Croatian coast. The physical 
location of a destination is, of course, unchangeable, but, over time, its location in 
relation to its productive markets may change.. Globally, we may reflect on the 
tourism industry in South East Asia, which has grown remarkably in recent years 
due to rapid improvement in national economies in the region. Also, on the 
European scale, we may think of the huge expansion in the number of tourists 
from the Central East European countries who now travel annually to the major 
West European resorts - and now still farther afield. 
One further phenomenon can be seen in the area of dependencies, which is 
to say, the relationship between two destinations which, in some way, 
complement each other. The "stopover" features heavily in this category and 
represents a significant element in the tourist revenue of, say, Hawaii (for people 
breaking their long Transpacific journey from East Asia to North America) and of 
Singapore and Bali (Indonesia) for those flying from Europe to Australia or New 
Zealand. In the European context, where such distances are not involved, the 
emergence or creation of "hubs" by major international airlines or airport 
authorities has had a beneficial effect also. In Europe, the most successful 
example of this, for many years, has been Amsterdam's Schiphol Airport. These 
beneficial effects have been helped to some extent by most airlines making no 
supplementary charge for a "stopover" break in the journey. The negative side of 
the dependency concept could appear in a terrorism act or war situation, which 
could have adverse effects upon tourism in other parts of the world. September the 
11th 2002 is probably the ultimate example of this - at least, to date, 
Safety and security within a destination might also be a determinant factor. 
This is not a fear restricted to a situation as described above, but is one which can 
be generated by naturally-occurring problems (e.g. by reports of crime, drinking-
water problems, inadequate medical services and by natural disasters in general). 
Faced with such concerns, any counter-publicity by tourism authorities stressing 
other competitive strengths may have little or no ameliorative effect. 
Cost in its widest application (e.g. accommodation and transportation costs, 
exchange rate movements and the general cost of living in a destination, 
especially in relation to tourism services and goods) is also a significant 
qualifying factor. There are, of course, some industry-specific costs such as tourist 
and airport taxes, but these play a relatively minor role in the totality of cost, the 
greater role being that played by broad socio-economic and global forces. As 
such, cost is regarded more as a qualifying determinant than as the responsibility 
of management in general. 
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1.4. Conclusions 
For a long time the substantial benefits deriving from tourism were simply taken 
for granted by many destinations, especially when the economic climate was 
favourable. This attitude inevitably bred complacency until such time as the 
climate deteriorated. At this point destinations did examine their situation in a 
more professional way, often stimulated by the appearance of serious competition 
in their own sector of the industry. The benefits available for the community, the 
sole and ultimate goal of these efforts, were more highly evaluated, and a more 
responsible attitude to the management of tourism resources within the boundaries 
of the destination was established. This new approach has shown the need for 
more sophisticated frameworks for tourism destination management to be 
adopted, and this chapter has presented one such framework outlining a 
systematic approach to achieving and maintaining a high level of ability to 
compete in the international market. 
The factors detailed in the above framework were all incorporated in a 
visitor survey devised and used by the author in both Graz and Pécs in 2000, with 
the aim of providing an empirical base for a factor analysis of the respective 
competitive capacities of the two cities within this specific market (Chapter 6). 
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Chapter 2 
Tourism and Economic Development 
2.1. A general analysis of tourism and development 
In any work the definition of terms, and especially those most basic to the topic, 
needs careful definition, whether or not there is a consensus in respect of their 
meaning. In the present context, "tourism" is the vital term and so we should 
confirm that, by tourism we mean a journey away from ones home for a period 
exceeding 24 hours and which is mainly for recreational purposes or in the 
process of business activity, but with family visiting, educational and health 
reasons also included (Williams and Shaw, 1991). 
There is, however, a problem, in that it is also widely understood within the 
field that travelling for periods shorter than 24 hours, but with the same general 
objectives, should be categorised as "excursionism". It is quite clear that the 
development of tourism and its economic impacts are influenced by this 
phenomenon, and so excursionism can In no way be overlooked or excluded from 
consideration. 
Moving on from this somewhat narrow question, we must acknowledge that 
an understanding of what is meant by the term tourism industry is of great, if not 
greater, importance, since this term is the basis on which statistics are generated. 
In most countries it is still the case that tourism is regarded as one single 
element of economic activity and, in consequence, what is incorporated in official 
returns and statistics is generally only a handful of basic activities which are very 
clearly dedicated to the tourist. In this we include money spent on hotels and other 
accommodation - and, perhaps, the revenue of the restaurant industry. Tourism, 
however, is far broader than this (Williams and Shaw, 1991). Tourists spend money 
in a huge variety of ways - directly on recreational facilities, tourist attractions, 
shopping and miscellaneous local services. This spending has its own indirect effect 
on agriculture, wholesaling and manufacturing. Similarly, secondary income 
derived from tourist spending creates its own linkages within the economy. This 
highly important economic factor will be examined in detail later in this chapter. 
2.2. National perspectives of tourism and development 
The value of tourism to a nation's economy is widely recognised - not least by the 
EU. In May 2002 the Council of the European Union adopted a significant 
resolution on the future of European tourism, acknowledging both the direct 
financial contribution and such factors as the generation of employment, re-
affirming that this contributed considerably to the objectives of convergence. Such 
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an evaluation is hardly surprising in view of the fact that the continent of Europe 
has for many years led the world in terms of the numbers of international tourist 
arrivals. In fact, records are available from 1950 which demonstrate this extremely 
well (see Appendix 7). Europe has consistently displayed a huge lead over all other 
continents, a lead still maintained today in spite of a slowing down in annual growth 
in Europe and a solid increase in numbers in the rest of the world. 
The following table (Table 2) shows the basic financial contribution of 
tourism to the GNP of all of the current member-states of the Union - that is, to 
the EU-25. The figures represent direct tourism expenditure calculated along 
traditional lines and comprising: consumption within domestic tourism, 
expenditure incurred domestically but relating to outward tourism, direct 
investment in domestic tourism-related businesses and the value of goods and 
services purchased by foreign tourists in the host country. To be set against this 
figure is expenditure by citizens of a country when they themselves are abroad. 
Table 2 
Tourism related income as a percentage of GNP(,'2) and of product export<3'4> 
1 2 3 4 
Country 1996 2001 1996 2001 
Austria 5.6 5.2 22.1 15.2 
Belgium 2.2 2.9 3.6 3.7 
Cyprus 18.9 20.2*la) 120.3 203.0 
Czech Rep. 7.9 5.7 20.2 9.3 
Denmark 1.9 2.4 6.8 7.8 
Estonia 10.0 9.6 22.5 8.3 
Finland 1.4 1.2 4.3 3.4 
France 1.9 2.2 9.8 10.2 
Germany 0.7 0.9 3.3 3.0 
Greece 3.1 7.3 39.3 36.2 
Hungary 7.3 8.0 25.5 12.9 
Ireland 5.0 4.0 6.2 4.3 
Italy 2.6 2.3 12.0 10.7 
Latvia 3.9 1.6 14.9 6.0 
Lithuania 4.4 3.4 9.4 8.4 
Luxembourg N/A N/A N/A N/A 
Malta 19.0 17.3*,aJ 36.7 30.2 
Poland 6.5 2.9 34.5 13.3 
Portugal 4.0 5.0 17.9 22.9 
Slovakia 3.7 3.2 7.6 5.1 
Slovenia 6.7 5.1 14.8 10.8 
Spain 4.7 5.6 26.2 28.5 
Sweden 1.6 1.8 4.3 5.5 
UK 1.7 1.1 7.3 6.1 
As edited by the author, 
Source: International Statistical Yearbook 2004. 
Note: (a) 2000. 
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It is notoriously difficult to measure values of this type against most 
recognised and readily available norms such as GDP, GNP etc., as Table 2 
demonstrates. Consistency is of paramount importance but, nevertheless, 
allowances must be made in the mind of the reader for the special circumstances 
surrounding an individual country. Its total size, the level of sophistication (hence 
profitability) of its economic base, the level of international investment and so 
forth all have their influence upon the percentage figures produced by such 
calculations. Probably the figures for Malta and Cyprus will surprise no-one since 
in both cases we have a small country with a relatively tiny population, and a low 
level of economic development to which nature has been generous in terms of 
climate and location - both attractive. 
At the other extreme, the UK and France, both large earners of income from 
tourism, are giant economies (in European terms) and, largely for historical 
reasons, have huge investments overseas. They also have a large number of their 
own nationals going abroad annually for relatively long holidays. The net effects 
of these factors are to reduce the apparent value of tourism shown against GNP. 
In this connection, the data offered in Table 3 confirms that, in 2000, the 
world leader in international tourist arrivals was France - with Spain, Italy and the 
UK also in the first 6 positions. The positions of Austria and Hungary (11 and 13 
respectively) are interesting - not only since they are the focus of our research, but 
also since they are small, nation-states both in territorial and population terms in 
the heart of Central Europe. 
An alternative concept which seems to have merit is to compare the 
revenues from tourism with the total value of visible exports. Incoming tourism 
clearly equates to exports in terms of foreign earnings, and, net of the expenditure 
incurred by outgoing tourists, is both relevant and significant. Domestic tourism, 
of course, is a potential distorting factor unless specifically excluded, but it can be 
said that the picture becomes a little clearer or more colourful in the export-related 
figures. Above all else, the Cyprus situation shows the huge level of the island's 
dependence on tourism. More reasonably, the intensively tourism-based 
economies of Greece, Spain and Portugal show this factor much more positively 
when this measurement is applied. 
The new accession countries from Central and Eastern Europe all show a 
common trend in relation to this measure. The figures relating to tourism's 
relationship to visible exports all declined (sometimes very heavily) between 1996 
(shortly after they were accepted as serious accession candidates) and 2001 - by 
which time progress through their individual transition periods in restructuring 
their economies to meet the future demands of EU membership appears to have 
been made. 
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Table 3 
Top 20 destinations in terms of international arrivals in 2000 
Position Country Arrivals (millions) 
1 France 75.5 
2 USA 50.9 
3 Spain 47.9 
4 Italy 41.2 
5 China 31.2 
6 UK 25.2 
7 Russian Federation 21.2 
8 Mexico 20.2 
9 Canada 29.7 
10 Germany 19.0 
11 Austria 18.0 
12 Poland 17.4 
13 Hungary 15.6 
14 Hong Kong (China) 13.1 
15 Greece 13.1 
16 Portugal 12.0 
17 Switzerland 11.4 
18 Malaysia 10.2 
19 Netherlands 10.2 
20 Turkey 9.6 
20 Thailand 9.6 
Source: WTO/OMT 2001. 
Irrespective of the measurements used, and, therefore, of the related problems, the 
fact remains that the intensity of tourism (visitor intensity) over the territory of the 
EU is very variable. The map shown as Figure 2 illustrates quite well that some 
areas, regions of the EU which are, economically, in great need of restructuring, 
are also weak in terms of tourism. The rationale is, of course, that these regions 
are not well endowed with the characteristics or virtues which make for a 
successful tourism industry. Nature has, perhaps, not been kind; or may even have 
provided too much for a market to absorb; alternatively, the residues of an earlier 
(industrial) age need a huge investment not yet available. In this context we look 
especially closely at such regions as the borderlands between Spain and Portugal 
(Estremadura), a bleak, long-deforested area whose inhospitable terrain has driven 
much of its population to emigrate for the last 500 years. 
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Figure 5/a 
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ín these countries the huge impact of tourism is found only in a few, 
relatively small, coastal areas - representing the huge, universal attraction of the 
seaside. Likewise, the northern half of- Sweden and much of central, eastern and 
northern Finland are virtually deserted in tourism terms: there are simply too 
many (thousands of) square kilometres of forest or too many (hundreds of) lakes 
for what is essentially a narrow market. 
A contrast, however, can be noted in other cases - such as France, Italy and 
the UK - where the intensity of tourism is more widely spread and not at all 
restricted to the coastal areas. In these countries this (highly desirable) diffusion 
of tourism is due to the involvement of the old historic cities (not merely capitals) 
and their unique cultural and artistic background. 
The map shows only the EU-15 countries and, therefore, nothing of the 
newer member-states from Central and Eastern Europe. However, we can affirm 
that these same trends are present and working here also, born of the new market 
economy. 
These contrasts clearly demonstrate, the author contends, that different 
countries, regions and cities have different strengths and levels of potential. 
Tourism is not a panacea - a universal cure for a region or city in difficulties. 
There are numerous criteria to be satisfied before rational, productive investment 
can be contemplated. 
As mentioned above, for the most part these basic estimates of tourism's 
contribution to the balance of payments are based merely on direct tourism 
expenditure. As an indicator, however, this is rather too restricted - even if it is 
relatively easy to measure - since it inevitably excludes the indirect transactions 
following on from tourism. In consequence, Baretje (1982) recommends the 
broader concept of "tourism's external account" (Table 4), an approach 
comprising a variety of economic linkages. However, we have to recognise that 
there are a number of practical difficulties in the way of realising this. It is 
certainly not the narrow indicator referred to above, but it is the sheer breadth of 
the definition which makes it difficult to estimate the contribution of tourism to 
the national income or to GDP. Over and above this, we must also accept that 
there is a need to examine further areas - that of the effect of tourism on lifestyles 
within the community, together with that upon patterns of expenditure. 
International tourism can produce the effect of opening up a local community to 
new experiences based on the demands of the incoming foreign visitors, so 
influencing taste and generating interest in goods or services new to the area. 
These new requirements can, of course, be supplied or satisfied either by domestic 
or by foreign companies (Williams and Shaw, 1991). 
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Table 4 
Components of tourism's external account 
Expenditure Receipts 
Expenditure by tourists abroad Expenditure "at home" by foreign tourists 
Transportation Transportation 
Investments outward Investments inward 
Dividends, interest and profits paid out Dividends, interest and profits received 
Commodity imports (tourism induced) Commodity exports (tourism induced) 
Capital goods Capital goods 
Consumption goods Consumption goods 
Salaries repatriated abroad Salaries received from abroad 
Training Training 
Publicity and promotion Publicity and promotion 
Miscellaneous services Miscellaneous services 
Source: Baretje (1982). 
The contribution of tourism to the national economy, as a basic concept, has been 
the subject of serious interest for a considerable time. This interest, however, was 
surpassed during the '80s by a concern reflecting the newly developing problem 
facing society - that of unemployment. The industry, therefore, attracted interest 
for its potential to create new employment. There are, of course, numerous 
problems involved in attempting to measure this since, by way of example, many 
jobs in retail shops and in recreation centres and the like do not depend totally on 
tourism, since the local community are users to one extent or another. How do we 
distinguish between the two types of user and measure their respective 
contributions? Furthermore, the term "jobs" does not comprise one single, simple 
category. There are, rather, a number of job-types needing to be separately 
categorised on an either/or basis. These comprise, amongst others, seasonal or 
year-round, full-time or part-time, family- or outside-labour, voluntary or paid, 
manual or non-manual, skilled or unskilled etc. Anecdotally, but according to the 
belief of many, labour in the tourism industry is preponderantly low-waged, 
seasonal, non-unionised, part-time, family, female, "black" (that is, unknown to 
the welfare or tax authorities of the country) and, very often also, based on an 
illegal, immigrant workforce. On many occasions much of this may be true, but at 
best it can be no more than partially so, since jobs in tourism may well be jobs in 
hotels and restaurants, in banks, shops, government offices, air- and other 
transport and factories, amongst others. Most of these are official or formal 
employers. This shows us the need to look with care at the quality of jobs 
generated by tourism and to resist the, perhaps politically based, exaggeration 
surrounding its potential for the genuine creation of new jobs. 
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In spite of the need to be cautious and to evaluate cases on an individual 
basis, it is still possible and worthwhile to identify those key elements influencing 
the relationship between tourism and development. The most important of these 
elements include the types of tourism involved, the structure of the national 
economy and the movement of both capital and labour. 
2.2.1. Types of tourism 
It goes without saying that there are many different kinds of tourist. However, if 
we wish to examine their contribution to economic development, the first things 
to be considered are their spending power (on a per capita basis) and the forms of 
tourism in which they participate. The most important basic distinction seems to 
be between domestic and foreign tourists, but there are also significant differences 
within each of these categories. For example, tourists from the wealthy USA tend 
to have - and to demonstrate - a high spending capacity, and, in consequence, their 
economic contribution is higher than the actual numbers might suggest. By way of 
contrast, recent press reports tell us that Dutch tourists, in spite of the relative 
wealth of their home country, tend to be careful with their spending, taking much 
of what they need for the holiday with them from home. In this way, therefore, 
they contribute less than might be expected to the local economy of their 
destination. In addition to such, perhaps cultural, differences, differences also 
have to be recognised within national groups - and, indeed, among domestic 
tourists - depending on such factors as income, length of stay, mode of travel, 
range of activities and the type of accommodation used. 
Inevitably, when strategies such as pre-investment decisions to target either 
mass tourism or quality tourism are under discussion, these differences often form 
the basis of serious argument. In this specific connection, the author personally 
undertook an empirical research project in 2000 - a survey of the visitors to Pécs 
designed to produce a thorough analysis of this topic. This will be featured in 
Chapter 6 of this study. 
2.2.2. National economic context 
It is vital to base ones perspective of tourism within the context of the national 
economy. Its ability to extract a reasonable level of benefit from tourism depends 
upon the availability of appropriate levels of investment to develop the necessary 
infrastructure (hotels, golf courses, wellness baths, etc.) and on its ability to 
supply the needs of arriving tourists. This can be in terms of the quantity and 
quality of hotel accommodation, the variety and quality of food or even of the 
availability of souvenirs appropriate to the tourist market attracted. Whilst the 
types of demand are influenced by the types of tourism actually involved, there 
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are also significant differences in the capacity of particular economies to respond 
to these demands. As a generalisation, we can say that smaller economies are 
more likely to be dependent on imports, but it should be borne in mind that this 
also applies to economies where tourism is not highly developed and where, 
consequently, the perceived economies of scale are too weak for suppliers or 
manufacturers. 
There is also an important relationship between economic development and 
tourism. A growth of personal disposable income (PDI) within a society generates 
a growth in demand for tourism, although the product of this is divided between 
foreign and domestic destinations. One hypothesis of a relationship between 
foreign and domestic destinations (Williams and Shaw, 1991) suggests that there 
comes a point where domestic tourism is overtaken in relative importance by an 
expansion in foreign tourism. This shift can lead to a serious stagnation of 
domestic tourism, although ongoing increases in income and leisure time may 
later produce still further growth in the number of second or even third holidays 
(including short breaks), which may again produce a revival in domestic tourism. 
This hypothesis is quite convincing when we see, as an example close to home, 
the experience of Hungary with the collapse in numbers of domestic visitors to 
Lake Balaton, and the correspondingly huge expansion in the numbers of 
Hungarians travelling to the sea - to Croatia, Greece, Italy and Spain etc. 
2.2.3. The organisation of capital: domestic versus foreign sources 
To some extent the role of tourism in national development also depends on how 
capital is generated, organised and, in particular, on the degree of penetration of 
international capital. This latter phenomenon assumes a number of forms but, 
although the initial impact may well assist the general development of tourism, 
the longer-term picture will not be quite so positive since a productive investment 
means that funds will be repatriated to cover dividends, interest and so on. 
Foreign companies may own substantial real estate assets in a destination, such as 
hotels and apartment complexes, and they may also have a major stake in means 
of accessing the destination - for example in the ownership of charter-flight or 
ferry operations. In parallel, individuals may own second homes. The hotel sector 
is probably the most significant of these in terms of Foreign Direct Investment 
(FDI). In the case of Hungary, the construction of new hotels was dominated by 
foreign interests, and privatisation brought about the sale of many major Budapest 
hotels to foreign owners in the early '90s, with a second boom occurring in 1999 
(Behringer et al. 2002). 
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2.3. Regional perspectives of tourism and development 
Whilst Williams and Shaw (1991) affirm that the distribution of tourism is 
inherently and traditionally concentrated in less urbanised areas, we have to be a 
little cautious in that many capital cities exercise an especially strong magnetic 
effect (for example, London, Paris, Rome, Budapest etc). Perhaps Peters (1969, 
p. 11) is slightly more precise when he states that "tourism, by its very nature, 
tends to distribute development away from the industrial centres towards those 
regions in a country which have not been developed", although this may be 
regarded as something of a semantic issue. 
Nevertheless, it is surprising that, in the past, tourism has featured relatively 
rarely and only weakly in regional policy and regional development strategies. 
Belatedly, however, it seems that local authorities are coming to view tourism as a 
prime basis for regional development, as is particularly evident, for example, in 
urban tourism projects in the United Kingdom, France, Austria and, currently, in 
Hungary also. The first three of these examples feature among the leading ten 
countries in the world in terms of tourist receivers, and the Hungarian example 
will be examined in more detail later in this work. 
The contribution of tourism to regional economies is measured in a similar 
way to that used for national economies. Its share of regional income or output 
can be estimated either In terms of direct effects or, via multiplier studies, of 
direct or indirect effects. Smaller tourist regions are more likely to be dependent 
on tourism than are larger regions, which are more likely to have more diversified 
economies (Williams and Shaw, 1991). However, as tourism can be developed 
relatively quickly and with no more than moderate levels of investment, its impact 
on the regional economy can be equally rapid, as, for example, with the newly 
developed spa resorts in Zala and Vas counties in Hungary and with the similar 
establishments in the border areas of Austria - in Southern Styria and the 
Burgenland. 
Tourism is also a major provider of employment at regional level, although 
the number and types of job vary considerably from region to region in 
accordance with the structure of the tourist industry, especially in respect of its 
seasonality. For example, in this Central European area we can clearly see a 
complete spectrum of serious job creation and job opportunities. At the lowest 
level we have in Hungary what we may term the Balaton season, which is not 
simply an annual phenomenon but, nowadays, extremely short-lived and so 
unable to support any serious long-term employment. The picture on the Croatian 
coast is more favourable since the season is longer, although still of limited 
length. Finally, however, we have the supreme example of Austria, most of whose 
tourist areas enjoy a double season (including two "high seasons") effectively 
providing year-round business and employment. Seasonality., however, is only one 
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aspect of the employment issue in that there are other significant factors to 
consider - for example, whether the jobs are full-time or part-time and whether 
they provide professional or manual work. We also need to consider how such 
jobs are linked with other activities of in a household - for example, whether the 
job in tourism pays wages which are in themselves adequate for a family's 
livelihood or whether they do no more than supplement other sources of income 
from, say, a farm or a small workshop. One further element of the picture can be 
the generation gap, visible in many smaller communities such as those in the 
Alpine areas of Europe. Younger family members, attracted by higher, easier-to-
earn wages in the towns and cities, may simply leave their roots and withdraw 
totally from the local economy. Our example, the Alpine region, remains a highly 
attractive area for tourism and so job vacancies are plentiful. This pressurises the 
authorities involved to relax their rules and to allow an influx of skilled tourism 
workers from other countries, workers who are perfectly prepared to work in a 
relatively demanding industry for wages which might be no more than moderate, 
or relatively unattractive, by local standards. 
At the local level, tourists can also have a major impact on the land market, 
where the demand from the tourism industry (for land for new facilities) or direct 
from tourists (for sites for second homes) can produce a financial windfall for 
local residents and farmland owners. This phenomenon is clearly seen along the 
Mediterranean coast and in the Alpine regions [Vincent, 1980 (In: Williams and 
Shaw, 1991)]. The polarised nature of such development may also produce 
intense environmental problems such as water- and air-pollution, water shortages, 
traffic congestion and damage to the landscape. This reduces the quality of life for 
local residents and, ultimately, may threaten the viability of the tourism industry 
itself in that particular locality. This is starkly illustrated again in some Alpine 
areas', where the scars left by continuously increasing provision for winter sports 
(wide ski-runs cutting through well-forested slopes) also reduce the attractiveness 
of a landscape for the summer visitors. 
2.3.1. Types of tourist 
Whilst applying the earlier caveat in respect of over-generalisation on the subject 
of tourism's role in national development to that in regional development, it is 
evident that there are several factors needing to be taken into account in this area. 
One important element is, of course, the sheer number of tourists received in a 
particular area and whether this number exceeds the "tourist-carrying capacity" of 
a region (de Kadt, 1979). There are usually limits to the numbers of tourists who 
can be comfortably absorbed into regional economic and social structures, and 
any increase beyond these limits can produce only negative effects. Regional 
economic effects also depend on the types or categories of tourist attracted and, 
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for example, show the uneven regional distribution of high-spending tourists in 
comparison with domestic tourists. In the case of Hungary, this regional effect can 
easily be seen in Budapest and in a relatively small number of spas in Western 
Hungarian regions, whilst other regions in the East suffer from their inability to 
persuade foreign visitors to travel the extra distances involved, in spite of a very 
high level of basic natural attractiv eness. 
It is evident that foreign tourists are, as a rule, higher spenders than their 
domestic equivalents, although It does need to be borne in mind that there is no 
uniformity in this and that there exist considerable differences in this respect 
amongst tourists of different, nationalities. Also, even when domestic tourists are 
highly visible in a region, as are, for example, second-home owners, it does not 
necessarily follow that their economic input into an area or region is significant, 
since they very often do their shopping in the area of their main residence -
outside the region. 
2.3.2. The regional economic context 
The actual structure of the regional economy is also a major factor in conditioning 
the impact of tourism, and largely in two distinct ways. The first question is 
whether the tourist development is integrated in an existing settlement or whether 
it is on a green-field site, and, by extension, whether the scale of the development 
is such that it can be absorbed by the local economy or whether it dominates it. 
According to Barker (1982), examples of both can be found in the Alps where ski-
resorts are sited either above the traditional settlement line or at a lower level 
(where they are better integrated into existing villages). Each type makes different 
demands on local labour, capital and suppliers. For example, a high-level ski-
centre may, unlike its low-level counterpart, be developed and operated almost 
entirely by capital and labour from outside the locality. 
This leads to the second question, which is whether the tourist industry 
involved is able to make use of local resources. For example, farm tourism, by its 
very nature, utilises local resources very heavily in terms of capital, labour and 
food supplies. However, it must be said that, with the rapid expansion of farm 
tourism throughout Europe, a clear tendency has developed for this type of 
tourism to be distinctively marketed. An inevitable consequence of this is that at 
least some level of control of farm tourism has passed into professional hands -
that is into the hands of tour companies. The critical importance of regional 
economic structures in utilising local resources is highlighted in Loukissas's 
(1982) comparative study of Greek islands. The larger islands benefit the most 
since these already have more diversified economic structures, leakage effects are 
limited and the pressures on the local population are reduced, since tourism is 
largely concentrated in specialised villages. In contrast, the economies of the 
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smaller islands may be heavily dominated by tourism, which may lead to 
unbalanced and short-term development. 
2.3.3. Sources of capital 
Capital for tourism development tends to show a sharp division in its origins 
between a relatively tiny number of large operators and a huge number of smaller, 
perhaps family-ran, enterprises. The former will have access to serious capital 
funds such as the own resources of large groups and to banking or institutional 
capital. Interestingly, however, venture capital as an industry has shown a degree 
of reluctance to invest in smaller tourism businesses, which, sometimes 
incorrectly, have been considered as more high-risk than manufacturing 
companies in the same bracket. Instead, according to Shaw, Williams and 
Greenwood (1987), these smaller tourist businesses may be forced to rely upon 
grants and loans from the public sector, where these are available, or, more 
commonly, on personal or family sources of capital. This is, obviously, a major 
inhibitor of business expansion. (This is clearly reflected in current tourism 
development in Hungary). According to Williams and Shaw (1991) one further 
point to be emphasised is that most studies have concentrated on the accumulation 
of capital and on new investment in tourism, whilst there has been little research 
into the restructuring or re-application of capital in existing tourist areas. 
2.3.4. Regional labour markets 
The nature of the local economy and of tourism development also affects the 
impact of tourism on regional labour markets. If the development is small enough, 
it may be possible to rely entirely on local labour. However, failing this, some 
degree of labour migration Is likely to develop. This may involve no more than 
daily travel, in and out, from nearby settlements, but it may also involve seasonal 
migration or, ultimately, permanent migration. These have very different impacts 
upon the local economy, depending upon any need for extra housing and 
associated services - and upon how the incoming labour-force divides its 
expenditure between the local community and its home area (even in the case of 
the permanent migrant). Such wider distribution of tourism-derived income may 
arise from the fact that, given that tourist regions often attract labour from less 
developed rural regions, a part of a migrant worker's earnings are sent back to 
these areas and can help to counter some of the negative features of uneven 
regional development. 
One of the aims of this part of the chapter was to highlight the complexity of 
the issues and relationships between tourism and economic development, taking 
into account the relevant regional structures and how these have evolved. Another 
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aim was to show the major international and inter-regional differences existing in 
Europe's tourism industry. However, the ways in which these and other 
relationships can be analysed and compared depends very heavily on the 
availability of data - which is the reason why we take this opportunity to offer a 
brief review of this particular issue, 
2.4. Tourism data 
The unreliability of tourism data is both well known and of long standing. There 
are, It is true, quite good time-series for individual countries or regions, but 
international comparisons are fraught with difficulties (Williams and Shaw, 
1991). Many commentators have argued for the need to develop reliable and 
internationally acceptable methods of data collection and presentation [for 
example, Baron 1983 (In: Williams and Shaw, 1991)] and international 
organisations such as the OECD and the World Tourism Organisation have been 
active towards this end. 
Perhaps we can sum up these issues as follows: 
1) Tourism is usually regarded as consisting of visits lasting more than 
twenty-four hours (but less than one year) for business or for recreational 
purposes. It has to be distinguished from shorter visits, known as 
"excursionism", no matter whether these involve national or international 
journeys. 
2) In many countries the data relating to international tourism may be more 
reliable than those for domestic tourism. The numbers of international 
tourists are established accurately at international border crossings and 
such visitors are more likely to be accommodated in officially registered 
premises, thus generating sound statistics. 
3) Tourists may stay in any of a number of types of accommodation (e.g. in 
hotels, pensions, holiday-camps, private rooms). The data tend to be most 
reliable in the case of hotels and larger camping sites and least reliable in 
that of the myriad of private rooms and small camping sites such as are to 
be found in most countries. 
4) Each national tourist organisation may record different types of 
information such as the duration of stay, the mode of travel, expenditure 
estimates, age, socio-economic group and number of accompanying 
persons. All are, of course, important aspects of tourism, but they go 
unrecorded in many tourist enumerations. 
5) There are different ways of enumerating tourists: census points can, as 
mentioned above, be international frontiers, or they may be the place of 
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accommodation, whilst some countries also undertake special sample 
surveys. In recent years, however, the significance of these (highly reliable) 
border-crossing statistics in relation to foreign tourists has declined sharply 
with the abolition of passport controls between many EU member-states, a 
process which is to develop still further. 
6) Data on the economic aspects of tourism are even more problematic. 
Attempts to estimate tourist expenditure can be made by means of surveys 
or from figures obtained from banks and exchange bureaux, but both 
methods are totally Inadequate. In addition, the availability of data on most 
tourism-related sectors (apart, perhaps, from accommodation and catering) 
is poor in most countries. It is, therefore, quite evident that, on such bases, 
estimates of the real importance of tourism to a national or regional 
economy can be no more than crude approximations, whether in terms of 
tourist expenditure or of employment. 
Pressure for a thorough overhaul of the whole concept and for an entirely fresh 
approach to what is clearly an issue of extreme economic significance has been 
building up for some time. However, whilst the need may have been very evident, 
the question of what system should be adopted as a substitute was not so, at least 
initially. The aim of the following section is to show the gradual elaboration and 
final emergence of what is now widely recognised in the minds of both 
researchers and practitioners in the industry as a highly comprehensive system of 
measurement of economic impact - the Tourism Satellite Accounts. 
2.5. The economic impact of tourism as reflected by satellite 
accounts 
As has been written, in many national economies tourism plays a substantial role 
in generating income and employment, and, consequently, its parameters, indices 
and data are important inputs for the country's tourism policy. A prerequisite for 
utilising the requisite international experience in the field is to measure tourism 
activities - and their impacts on the economic sectors affected, and to produce 
data capable of comparison on an international level. To achieve this, of course, it 
is necessary to apply clear methodological approaches. 
In contrast to production-oriented sectors such as agriculture and 
manufacturing, the scope and structure of the tourism industry are factors 
determined by tourist consumption, and, as a result, tourism is not categorised as a 
separate sector in the national accounts. A further complication is added by the 
fact that tourism activities go on within a surprising number of economic areas 
and also that touristic goods and services are produced in areas which may at first 
glance appear totally alien to the tourism industry (Bakucz, 2004a). 
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The role played by different industries in satisfying the direct demand of 
tourism is well demonstrated by the chart describing the logical connection 
between the virtual sectors and the economy of tourism (Hüttl and Próbáld, 2000). 
Those industries lying above the waterline of the "ice-berg" are those which are 
solely there to serve tourists directly - or at least to play a very great part in 
respect of their demands. 
Figure 3 
The "ice-berg" of the tourism industry 
Source: Author's own construction based on Hütü and Próbáld (2000) study. 
The statistical figures customarily used for tourism are inadequate to depict the 
multiple interdependences and inter-linkages of the Industry and the situation is 
further aggravated by an almost complete lack of monetary parameters. Surveys 
are usually limited to just a few (albeit important) facets and quantitative 
indicators (arrivals, overnight stays) or to highly globalised figures (tourism 
exports and imports, the balance of travel and domestic tourism expenditure). 
The best approaches to understanding the tourism system in all its 
complexities would be the development of tourism satellite accounts (TSA) and 
the use of an input/output analysis (Smeral, 2003). Both approaches aim, 
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ultimately, at recording the value added by tourism, with the TSA method 
focusing on direct value added effects and with the input/output analysis also 
including indirect effects stemming from the wide range of supply links. 
In the following pages the measurement of economic impact in terms of the 
TSA approach and its extensions will be discussed and for this purpose the 
empirical base is provided by Austria. The TSA accounting system has been 
introduced in Austria very recently and the result has generated enormous surprise 
in that, whilst Austria's income from tourism was calculated on the old basis (in 
2001) at something between 13 and 14 billion euros, on the basis of the new TSA 
accounting system the result was nothing less than 38 billion euros! The original 
contribution of tourism to the GDP was calculated to be between 8 and 10%, but 
the new satellite accounting system lifted this to 17.9% (Gál, 2002). The domestic 
(that is, the Hungarian) application of this same, up-to-date statistical method 
would provide the opportunity to determine much more accurately the true impact 
of tourism on the economy at national, regional and local levels. 
2.5.1. Reporting on the tourism sector in Austria 
Over recent decades, awareness of the critical Importance of tourism in terms of 
its economic, social, cultural, environmental, and even educational aspects has 
grown in Austria, and, concurrently, efforts to analyse the sector within a 
macroeconomic framework commenced at an early date. 
By the early 1970s the tourism industry was shown as an autonomous sector 
in the national accounts and the input/output matrix (Schulmeister, 1974). Over 
the following two decades, methods were developed and improved, and a more 
reliable and current statistical database was set up, which helped to improve 
records of the sector (Schulmeister, 1981). An open input/output model was 
developed in 1995, which further made it possible to identify the overall 
importance of tourism for Austria (Smeral, 1995). 
In response to the Increasing importance of leisure-time expenditure by 
residents in what has come to be termed their "usual environment", the 
recreational sector was added to the survey of the tourism sector in 1990 (Smeral, 
1990) and has since then been regularly scrutinised. 
In parallel to these efforts based on somewhat theoretical methods of 
measurement, the OECD joined forces with other organisations and set out to 
define new standards for records in the tourism industry in the 1980s. Their 
initiative produced the manual on "Tourism Economic Accounts (TEA)". 
Within this TEA framework a set consisting of five standardised tables was 
developed to provide the basis for recording the contribution of tourism industries, 
concentrating primarily on the supply and demand sides (Franz and Laimer, 
1998). Thereafter several TEA reporting rounds were organised during the 1990s. 
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In Austria, the TEA constitutes the starting point for developing tourism 
satellite accounts, facilitated by estimates of TEA results, which can then be used 
as underpinnings for several TSA tables. To date the results of TEA calculations 
relating to Austria appeared for the years 1985, 1990, 1993 and 1996. hi 
particular, for 1993 and 1996 detailed estimates were compiled examining the 
"tourism-characteristic" sectors of the overall economy. 
The earlier TEA system is now being replaced by the TSA system and 
efforts are directed towards keeping a regular satellite account based on national 
accounts, an account which includes all TEA elements in its core, but which, 
because of its wider scope, allows statisticians to incorporate the entire national 
accounts structure. 
Obviously, the TSA is the better and more detailed system when it is a 
matter of illustrating the role of tourism as an economic factor, although the TEA 
will remain a useful tool for extending statistical work towards the TSA and a 
wider analysis. 
Commissioned by the Austrian Federal Ministry of Economics and Labour, 
Statistik Austria (STAT) and the Austrian Institute of Economic Research 
(WIFO) developed a tourism satellite account for Austria, commencing their work 
in 1999 (Laimer & Smeral, 2002). The TSA was unveiled to the public in late 
2001 and since then has been updated on a regular basis. 
2.5.2. The Tourism Satellite Account - an introductory survey 
The tourism industry as an economic and social phenomenon has noticeably 
gained in importance over recent decades. However, little, and, even then, mostly 
inadequate, information was available relating to its monetary and economic 
component to assist in the appreciation of the true size of the industry, since 
statistics concentrated on a mere handful of quantitative indicators such as 
arrivals, overnight stays, number of trips and data from the balance on current 
account (tourism exports and Imports). To aggravate the situation still further, 
only a few specific macroeconomic aggregates (such as private and public 
consumption) yielded tourism-relevant information. As a result, the public was 
seriously under-informed of the importance of tourism and its impact on the 
overall economy (Bakucz, 2004a). 
2.5.2.1. The concept 
Efforts to determine the dimension of the tourism industry ran Into difficulties 
mainly because of the fact that the national accounts record sectors on the basis of 
their production (i.e. their output) rather than on the basis of demand, whereas the 
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tourism industry is defined by its consumers, i.e. the tourists, at the time of 
consumption. 
The TSA concept makes a fundamental distinction between "tourism-
specific", "tourism-related" and "non-tourism-specific" production, which, 
accordingly, produces "tourism-specific", "tourism-related" and "non-tourism-
specific" goods and services. Consequently, tourism consumption comprises 
"tourism-specific" (e.g. accommodation, travel agencies, ski-lifts), "tourism-
related" (restaurants) and "non-tourism-specific" (e.g. retail trade) goods and 
services. The latter are those supplied or rendered mostly to non-tourists. 
The TSA is an attempt to record and analyse tourism - as fully and 
accurately as possible - as an economic phenomenon in terms of the national 
accounts and other business statistics, and, to this end, the national accounts serve 
as a framework and integration matrix. Nevertheless, the TSA is much more than 
a mere subsystem of the national accounts, primarily since additional information 
may be added as required. 
The system is based on the "domestic" concept (i.e. a method of 
determining value added in an economic area, irrespective of whether the goods 
and services were produced by residents or not), the delimitations of which need 
to be defined individually. Particularly suitable to this is the "residence" concept, 
which is applied to the participants in the tourism market, i.e. the suppliers 
(producers) and the consumers (demanders = tourists). 
To arrange and present the information relating to the producer and 
demander sides, a structure is used which comprises the three basic units of the 
national accounts (OECD, 2000): 
1) the consumer account (to specify demand, TSA fables 1 to 4); 
consumption (in-bound, domestic and out-bound). 
Tables 1-3 focus on visitor final consumption expenditure in cash (the 
most important component of visitor consumption), according to the 
different types of tourism consumption (in-bound, domestic and out-
bound). Table 4 combines all visitor final consumption expenditure, 
including consumption in cash and other forms of consumption in kind, in 
order to establish the aggregate value of internal tourism consumption. 
2) the production account (to specify supply; TSA table 5) 
This represents the product of all economic activities, but by means of 
classifications of products and activities specific to tourism analysis, 
enabling the further step of reconciliation with consumption: characteristic 
tourism activities are presented in all the required detail; then come 
connected tourism activities (in the breakdown required by national users) 
and, finally, other non-specific activities. In terms of products, these are 
classified according to the needs of tourism analysis - first of all, 
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characteristic products, which are followed by related products and, finally, 
by non-specific products. 
3) the goods account (combining production and demand; TSA table 6). 
This is the most important chart within the TSA system, as it offsets 
domestic demand against domestic supply. In consequence of this, both 
the added value generated by domestic touristic consumption and the 
contribution to GDP can be calculated. 
2.5.3. Economic implications of the tourism satellite account 
Basically, the TSA concept in its core area refers to the "tourism industries" (in 
the more narrow sense of the word), i.e., primarily, hotels, restaurants, travel 
agencies, culture, entertainment and travel insurance. An attempt is to be made to 
study tourism more closely as an economic phenomenon and to analyse it in 
combination with the national accounts and other business statistics. Even though 
the term tourism industry is common currency, it is still problematic because 
tourism is not an industry in the traditional meaning where sectors make a similar 
product, render a similar service or have the same production function. 
The term satellite describes the TSA as an extension of the basic 
input/output framework within the system of national accounts. In respect of the 
tourism satellite account, the input/output structure can be conceived of as a 
sequence of tables whose columns and lines list the economic sectors and 
products, and so each line of these tables indicates the value of goods or services 
produced by a given sector for one year at a time. Another table shows the goods 
consumed by each sector, and yet another table summarises the final demand by 
consumers, public authorities and foreign guests - as well as the investments 
made by private and public households. The TSA may be understood as a subset 
of these tables. 
The main problem of the "tourism-specific" sectors is that consumption of 
tourism goods cannot always be measured unequivocally. For example, restaurant 
meals may also be eaten by non-tourists, and non-tourism goods (such as clothes 
or foodstuffs) may be bought by tourists also. In other words, there is no clear-cut 
way to identify "tourism-specific" sectors and simply aggregate their output data. 
What is needed is, rather, to weigh the output of tourism goods at a rate 
corresponding to the ratio of tourism expenditure to total expenditure for the 
goods in question, whenever one wishes to obtain data on the tourism activities of 
a country. In principle, each product has a "tourism weight", and so hotel rooms 
are weighted at almost 100 percent of their output, whereas other products are of 
little or no importance to tourism (Bakucz, 2004a). 
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2.5.3.1. Definition of tourism demand 
Factors relevant for determining tourism demand are: 
• Visitors 
A visitor is defined as "... any person travelling to a place other than that of 
his/her usual environment for less than twelve months and where the main 
purpose of the trip is other than the exercise of an activity remunerated within the 
place visited"(WTO, 2000a). 
For a start, we need to distinguish between two categories of visitors: 
- international visitors - who are not permanent residents of the country of 
destination; these include citizens of the country who, nevertheless, have 
their permanent residence abroad; 
domestic visitors - who are permanent residents of the country of 
destination, whether they are citizens or non-residents. 
A visitor may be either a day visitor or a tourist, i.e. a visitor staying overnight. 
The journey may be made for business purposes or for other (personal) reasons 
(such as a visit to a second home or to relatives or friends). Some forms of travel, 
however, are excluded: 
- travel undertaken by migrants, diplomats and military personnel when 
taking up an appointment; 
- commuter travel, since it is considered to be an integral part of the "usual" 
environment. 
In general, the definition of visitors and tourists used in the TSA is very broad -
and thus includes all persons who visit or travel to a place where they do not 
pursue a paid activity. Accordingly, a businessman might be either a tourist or a 
non-tourist, depending on where the place is which pays his salary. The TSA 
concept thus understands a person's "usual" environment to be the place in which 
that person lives and works and which he/she uses relatively frequently and/or 
which is in the proximity of his/her permanent residence. 
© Main purpose of a journey 
Regarding the main purpose why day-visitors and tourists travel, we can 
distinguish the following categories: 
- recreational, leisure and holiday travel, 
visits to relatives and friends, 
business trips, 
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- stays at spa resorts, 
- religiously motivated trips / pilgrimages, 
others. 
• Usual and non-usual environment 
The usual environment corresponds to the geographical boundaries within which 
an individual locates herself/himself within her/his regular routine of life. The 
usual environment of a person consists of the direct vicinity of his/her home and 
place of work or study or other places frequently visited. The term "usual 
environment" has two dimensions: 
Frequency - places frequently visited by a person (on a routine basis) are 
considered as part of his/her usual environment, even though these places may be 
located at a considerable distance from her/his place or residence; 
Distance - places located close to the place of residence of a person are also a 
part of his/her usual environment, even if the specific locations are rarely visited. 
National statistics organisations delimit the usual environment pragmatically 
by criteria such as the distance of travel and frequency of visits, or, formally by 
the geographical vicinity or administrative district. 
Under the TSA philosophy, the decisive point is whether or not the 
destination of a person ("visitor") is outside the usual environment, in which case 
that person is not counted among "local consumers": From an economic point of 
view, the stay of a visitor/tourist generates additional expenditure - and, thus, 
value added - beyond that generated by local consumers. This monetary effect 
triggered by visitors can be measured by the use of a TSA. The terms "usual" and 
"non-usual" environment need to be understood in a spatial context and are 
accounted for in the TSA. 
® Tourist consumption 
A key role in determining the economic importance of the tourism industry is 
played by the spending of tourists, which is defined by both WTO and OECD as 
follows: "expenditure made by or on behalf of a visitor in connection with and 
prior to, during and after a trip outside the usual environment". 
In addition to the usual spending on transport, food and accommodation 
during, and in the course of preparing for, the journey, such expenditure also 
includes costs which seive the purpose of (and may have been incurred long 
before) the journey (e.g. a suitcase). On the other hand, investments by business 
travellers cannot be allocated to tourist expenditure even when a tourist purpose 
was the cause of such outlay. If, however, the journey is financed by a. non-tourist 
(e.g. if parents pay for a visit by the friend of their child resident abroad), such 
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outlay is included among tourist expenditures since the money was spent on 
behalf of, and for, the visitor. 
In the TSA world, visitor consumption is mainly broken down into: 
- expenditure by (domestic) households for leisure and recreation purposes, 
for visiting friends, relatives or a second home, and paid by themselves (or 
by another household on their behalf); 
- expenditure by domestic establishments (via business and government 
employees travelling on behalf of, or for the purposes of, their employers 
or unincorporated business), and 
- expenditure by non-residents visiting the domestic economy. 
With respect to national account (NA) principles, the first item is included in 
(domestic) household final consumption, the second in intermediate consumption 
(i.e., expenses undertaken to produce output included within the production 
boundary) and the third in exports. 
Tourism consumption by business travellers, as included in the TSA, covers 
only expenditure paid by the company, such as spending on transport, 
accommodation, etc.; extras, such as an evening's visit to the theatre or some extra 
days added to the business trip, must be paid by the traveller and are, therefore, a 
part of the private (tourist) demand. 
To summarise: tourist consumption may go far beyond the travel outlay of a 
visitor, including also all spending on goods and services made on the visitor's 
behalf by other institutions. Where cash or resources are transferred to the visitor 
in order to finance his/her journey, the purchases financed by such sources are 
also included in the consumption figure. Accordingly, the TSA includes all direct, 
travel-associated transactions between the buyer and the producer/supplier 
(Bakucz, 2004a). 
Taking into consideration that expenditure could be incurred by non-
residents and residents alike, we should divide the payment streams into 
- in-bound tourist consumption (comprising the consumption of non-
resident visitors within the economic territory of the country and/or that of 
residents); 
- domestic tourist consumption (comprising the consumption of resident 
visitors within the economic territory of the country of reference in their 
non-usual environment); 
- outward-bound tourist consumption (comprising the consumption of 
resident visitors outside the economic territory of the country of reference 
and provided by non-residents); 
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internal tourist consumption (comprising the consumption of both resident 
and non- resident visitors within the economic territory of the country of 
reference and/or that of residents); 
- national tourist consumption (comprising the consumption of resident 
visitors both within and outside the economic territory of the country of 
reference) (Figure 4). 
Figure 4 
Monetary flows in the tourism and leisure-time market 
"Non-usual "Non-usual "Usual "Non-usual 
environment" environment" environment" environment" 
Source: WIFO2'. 
Tourist demand by residents and non-residents can be divided into: 
- day-visitors, and 
- tourists (i.e. visitors who stay at least one night). 
Both day-visitors and tourists may in turn be: 
- • recreational and holiday travellers, persons travelling to visit relatives or 
friends, to stay at a health resort, to make a pilgrimage, etc., 
business travellers, 
visitors to second homes. 
Both day-visitors and tourists may spend money on: 
- specific tourism goods, 
tourism-related goods, and 
non-tourism-specific goods. 
2 WIFO: Österreichisches Institut fur Wirtschaftsforschung [Austrian Institute of Economic 
Research. 
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2.5.3.2. The link between direct, indirect and induced effects 
The TSA considers only direct tourism demand, which includes spending by (or 
on behalf of) the visitor for goods and services prior to, during and after a journey 
and made in connection with the journey. In order to measure the economic role 
of tourism in the TSA context, it is, therefore, necessary to have a direct link 
between the buyer and the producer/supplier. Based on the definition of direct 
tourism demand, the TSA shows these links and also the value added from them. 
With the tourism definition used by the TSA reduced to direct physical and 
economic links, a range of indirect effects caused by economic inter-linkages is 
not given due consideration. As a result, national value added by tourism based on 
a TSA may be compared only with the TSA results of other countries or with 
satellites computed in a similar manner for other sectors. 
Such direct and indirect effects, as well as the effect of tourism on the 
overall national economy, can be described in an input/output analysis, which also 
enables us to compute not just direct, but also indirect, value added effects. The 
resulting value added raises the income of the first stage and triggers further 
spending, thus starting a multiplier process. 
Contrary to the definition used by the World Tourism Organization (WTO), 
the terms "direct" and "indirect" are understood solely in the economic context of 
an input/output analysis. "Induced" effects are interpreted in the context of the 
multiplier model based on Keynes. 
In view of the fact that only the direct tourism effects deriving from the 
physical and economic relationship between buyers and sellers are seen in the 
TSA context, it is necessary to consider the indirect effects also when comparing 
the TSA value added figures to the overall value added by an economy. 
What is more, the TSA allocates business trips (as is proper) to overall tourism 
demand, so that they add to the value at meso-economic level. Therefore, when 
comparing the TSA value added data to the overall value added, an adjustment is 
necessary (exactly as in relation to accounting for the indirect effects), as intermediary 
consumption ("intermediary demand"), especially that on business trips by residents, 
is treated as an intermediary input in the overall view and, therefore, needs to be 
deducted from tourist consumption of the residents in the TSA context. 
2.5.4. Results 
This chapter illustrates the findings of a TSA along the lines of the Austrian 
example. 
Creating a tourism satellite account meant introducing a huge and sustained 
change in monetary reporting. The change encompasses primarily tourism 
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payment flows by residents, whereas payment flows from non-residents remain 
unaffected in their scope. 
Previously, records of tourism expenditure by residents for domestic stays 
included only part of their actual spending on overnight stays: although 
expenditure on overnight stays in paid accommodation was fully included, 
payment flows in connection with overnight stays In free accommodation was 
considered only in part. 
The TSA concept, on the other hand, requires that: 
- spending in the course of stays in free accommodation (visits to relatives 
and friends, excluding second homes and weekend homes) be folly 
considered, as must be 
- spending in the course of stays in second homes and weekend homes, and 
- spending in the course of day-trips. 
As a result, the totals for domestic tourism are increased considerably (Bakucz, 
2004a). 
The basic data for the TSA as presently available refer to 2001, and It was, 
therefore, necessary to use preliminary estimates for the year 2002 in order to 
obtain more current data. 
According to these estimates for 2002, of the € 26.23 billion (2001: € 25.21 
billion) in overall spending, 53.5 percent was on holiday and business trips and 
visits by non-residents to relatives and friends; 43.1 percent was made by 
domestic visitors, and 3.4 percent was spent by residents in their weekend or 
second homes (Table 5). 
Of the spending by domestic visitors on destinations within Austria, in 
2002, 60.7 percent was generated by tourists staying overnight (compared to 56.5 
percent in the previous year), and, in consequence, there was a decline in day-
visitors' expenditure (from 43.5 percent in 2001 to 39.3 percent in 2002). Among 
non-residents, 89 percent of spending derived from overnight tourism. 
In 2002 Austrians spent 79.2 percent of their tourism expenditure for 
holiday purposes and 20.8 percent for business purposes. Among business 
travellers, spending on day-trips dominates, whereas holiday travellers tend to 
spend more on overnight trips. 
In 2002 total expenditure grew by 3.8 percent, achieving a volume of some 
€ 26.23 billion. Spending by non-residents on trips to Austria rose at a steeper rate 
than revenues from domestic visitors. 
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Table 1 
Key results of the TSA for Austria 
AGGREGATES 
TOURISM DEMAND 
2000a) 200 la) 
€ (in millions) 
2002' b) 
Expenditure by non-residents 12,288 13,397 14,044 
Tourists staying overnight 11,031 11,957 12,495 
Day-visitors 1,257 1,440 1,549 
Expenditure by resident visitors 10,344 10,965 11,308 
Holiday travellers 8,188 8,672 8,958 
Touiists staying overnightc) 4,844 5,259 5,436 
Day-visitors 3,344 3,413 3,521 
Business travellers 2,156 2,293 2,350 
Tourists staying overnight 0,835 0,917 0,931 
Day-visitors 1,321 1,376 1,419 
Expenditure by residents at 
weekend and second homes 
0,822 0,856 0,882 
Total expenditure (holiday and 
business travellers, including visits 
to relatives and friends) 
23,454 25,218 26,234 
Note: 
a) Final. 
b) Preliminary. 
c) Including expenditure at health resorts. 
Source: Statistik Austria, WIFO. 
Calculating the direct value added effects generated by tourism in line with the 
TSA concept produced a total of € 14.57 billion for 2002 (€ 13.45 billion in 2001). 
In terms of GDP, this figure represents a calculated share of 6.7 percent (6.4 
percent in 2001) (Table 6). 
For a breakdown of total expenditure by goods and services, the latest data 
relate to 2002 {Table 6): in that year, a large part of overall tourist expenditure 
(32.66 percent) was spent on services rendered by restaurants, whereas 20.72 
percent was paid for services provided by hotels. 
At about 17 percent in 2002, transport services took a slightly larger share of 
the expenditure than services in the cultural, recreational, entertainment, financial 
and other sectors (in total, 10.9 percent). 
Altogether, tourism-characteristic spending made up 82.05 percent of total 
expenditure; tourism-related and non-tourism-specific production lines and the 
profit margin consumed almost 18 percent of the total, most of it generated by 
trade. 
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Table 6 
Tourist consumption in 2002, by products 
Aggregates Percentage share 
Tourism-characteristic services 
Accommodationa) 
Restaurants 
Transport 
Travel agencies (netb)) 
Cultural, recreational, entertainment, 
financial and other services 
Tourism-related and non-tourisna-
specifie goods and services 
Goods 
Services 
Profit margin 
Total 
82.05 
20.72 
32.66 
16.77 
0.99 
10.91 
16.96 
10.36 
6.60 
©.99 
100.00 
Note: 
a) Including second and weekend homes. 
b) Margins only; package tour elements are included in the relevant goods. 
Source: Statistik Austria, WIFO. 
The macroeconomic importance of tourism and its contribution to the overall 
value added to an economy is a major parameter for economic policy. In order to 
obtain this parameter, it is necessary to show the TSA findings with due regard to 
all direct and indirect effects triggered by tourism, but excluding business trips 
because of their intermediary character. When applying the input/output 
multipliers to the adjusted TSA results, direct and indirect value added effects 
were found to be € 21.01 billion in 2002, which means that the tourism industry 
contributed 9.6 percent to the overall gross value added (GDP; Table 7). 
Even though the input/output analysis distorts the result due to its restrictive 
assumptions (e.g. no substitution options, no returns to scale and no consideration 
of capacity utilisation), it is still the only method which permits the systematic 
assembly of all direct and indirect value added effects generated by the tourism 
industry. 
In aiming to determine the macroeconomic importance of tourism and leisure 
activities, consideration also needs to be given to the recreational consumption of 
Austrians at home. Leisure consumption in the usual environment is a hidden 
component of domestic consumption by Austrians, which is made up of: 
- spending on domestic travel both with and without overnight stays, 
- spending in the course of stays at weekend- and second homes (both with 
and without overnight stays), and 
spending in the usual environment. 
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Table 7 
The macroeconomic importance of tourism and leisure time industry in Austria 
Aggregates 2000 2001 2002 2000 2001 2002 
TOURISM SATELLITE 
ACCOUNT3' 
€ (in millions) As a percentage of GDP 
Excluding business trips 11,869 12,500 13,457 5.7 5.9 6.2 
Including business trips 12,848 13,566 14,578 6.2 6.4 6.7 
TSA-EXTENSIONSb) € (in millions) Contribution to GDP in 
percent 
By tourism (excluding 
business trips) 
18,742 20,164 21,018 9.1 9.5 9.6 
By leisure-time 
consumption of Austrians 
at home 
16,772 17,261 17,938 8.1 8.1 8.2 
By tourism and leisure time 
industry in Austria 
35,514 37,435 38,955 17.2 17.6 17.8 
Note-. 
a) Direct value added by tourism as per TSA. 
b) Direct and indirect value added. 
Source: Statistik Austria, WIFO. 
As the domestic consumption of Austrians is known, It is possible to calculate 
spending in the usual environment by eliminating spending on domestic travel and 
spending in the course of stays at second homes. Once the net, residual figure is 
known, the next step is to break down expenditure into leisure-time consumption 
and other private consumption. This requires information not simply regarding the 
level of such spending, but also the structure. It is, therefore, necessary to use data 
on the specific leisure-time share of the remaining consumption items. By adding up 
the detailed items of leisure-time consumption, we obtain the overall leisure-time 
consumption of Austrians in their usual environment and at their place of residence. 
In view of the lack of detailed information on the structure of expenditure 
and the shares which leisure-time consumption has in the remaining private 
consumption, it has frequently been necessary to use estimates and pragmatic 
assumptions. Even though most of the leisure-time shares could be deduced from 
existing surveys on the use of the time budget, it was not always clear whether 
leisure-time activities took place in the usual environment or elsewhere. For these 
reasons, the values found for leisure-time consumption in the usual environment 
should be taken as orders of magnitude rather than exact statistical values. 
According to the report on the situation of the tourism and leisure time 
industry prepared by the Federal Ministry of Economics and Labour, Austrians 
spent € 20.73 billion on leisure-time consumption at their place of residence in 
2002. Applying the input/output multipliers, the resulting direct and indirect value 
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added effects were found to be € 17.93 billion. By their leisure-time consumption at 
home, Austrians thus contributed 8.2 percent to the overall value added to the 
economy (Bakucz, 2004a). 
2.5.5. Lessons to be drawn 
An overall look at the total of domestically effective expenditure for non-touristic 
leisure-time consumption at home - and for tourist consumption - clearly 
emphasises the considerable dimension of the tourism and leisure-time industry: 
For 2002 the direct and indirect value added effects came to € 38.95 billion, 
or, in other words: the tourism and leisure-time industry contributed folly 17.8 
percent to the Austrian GDP. 
In respect of Hungary, the result of research carried out by Oxford 
Economic Forecasting (OEF) and the World Travel and Tourism Council (WTTC) 
demonstrates the important impact of tourism on the Hungarian economy. The 
most important indicators of this show that the direct share of the Hungarian 
tourism industry was estimated at 5 percent of total GDP in 2003, whilst the direct 
and indirect impacts of the tourism economy represented 10.4 percent of GDP. 
The same research estimated for 2003 a 7.2 percent increase in demand within the 
Hungarian tourism industry, whilst growth in GDP is estimated at 7.5 percent. The 
estimates for the next decade are also very promising. According to these, the real 
growth in Hungarian tourism in 2013 will reach 6.1 percent and the direct 
contribution to the tourist Industry will reach 6.4 percent whilst the direct and 
indirect share of tourism in the whole economy will be 12.9 percent (WTTC and 
OEF, 2003). 
The above-mentioned research's estimated3 ) data also highlight the 
economic potential of Hungarian tourism and emphasise that the earliest possible 
introduction of the Tourism Satellite Account could make this process much 
clearer. 
A brief look at the currently available statistics relating to Hungarian 
tourism tends to support this contention: 
- International income and expenditure derived from tourism are recorded 
by the HNB (the Hungarian National Bank) on the basis of reports 
emanating from the banking system and from non-credit-providing 
institutions such as the currency exchange sector. The HNB did, however, 
modify its methods of data collection in 1999 - retrospectively to 1995 -
and then, on the first of January 2003, the breakdown of tourism traffic as 
used for the collection of statistics for balance of payment purposes was 
revised. 
3 At the time of writing this study, final data for 2003 provided by the Hungarian Statistical Office 
are not available. 
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We can assume that the re-structuring of the breakdown relating to tourism 
traffic affected not only the balance of payments statistics but also those 
relating to the performance of tourism. A clear disadvantage of the current 
method is that, when Hungary joins the EMU, the opportunity to measure 
foreign-derived (devisa) income on the old basis disappears. However, 
surveys introduced by the Central Statistical Office (CSO) of Hungary in 
2003 started to provide more information, not only facilitating a more 
accurate measurement of the amounts of income and expenditure from 
international tourism, but also taking into consideration the most important 
factors of demand (length of stay, tourist motivation, demand for 
accommodation, preferences for specific regions, the structure of spending 
etc). These help considerably in the investigation of ongoing processes in 
the field. 
- One further source of tourism statistics is the monthly report on 
accommodation facilities produced by the CSO and giving information 
regarding overnight stays by domestic and foreign visitors, the numbers of 
guests, the price(s) of accommodation and the further income from 
catering on the site of the accommodation. At the end of 2002 a system of 
so-called "rapid reports" was introduced. This related to hotels and 
pensions and gave the most important turnover data as early as the 7th or 
8th day of the month following the statistical month. In order to achieve 
this, the CSO looked at all of the four-star and five-star hotels in Hungary 
together with 150 of the three-star establishments - specifically, those 
hotels and pensions in this category with the highest turnover (Hungarian 
National Tourism Development Strategy 3, 2004). 
This newer data is reliable, but It also indicates only the turnover for 
commercially established accommodation and catering facilities and so 
represents only one part of the total of tourist spending. 
- Information obtained from such collection of data could be beneficially 
supplemented - or, indeed, modified - by the results of serious research, 
but at the moment it seems that most, if not all, of the surveys and studies 
of this field are carried out essentially for marketing purposes. 
- There is a vital need for Tourism Satellite Accounts (TSA) to be 
assembled for Hungary. These, besides defining the macro-economic 
effects of tourism, will provide the opportunity for measuring the 
performance of the tourism industry, for making soundly based forecasts, 
for an analysis of economic effects and for planning future development. A 
further advantage of the TSA system is that it will continue to provide 
reliable data, even after the euro is introduced. 
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In addition to the consumption generated by incoming tourism, the domestic 
tourism consumption emanating from Hungarian residents represents a major 
element in economic effect - and, furthermore, we cannot leave out of our 
calculations the spending by Hungarian residents on their own foreign travels. 
TSA data provided by the CSO would give detailed information regarding the 
economic effects of all three types of tourism demand, but what is absolutely 
necessary is to survey the consumer habits of all participants in tourism and to 
define accurately such matters as income, motivation and the structure of 
spending. 
2.6. An example of information system networking 
It would be of great benefit for the development of those cities which believe that 
tourism should work as a booster for the local economy that the opportunity 
should be given to those parties involved in local tourism marketing, organisation 
and operations (that is, local authority leaders, local tourism experts, entrepreneurs 
and residents) to be involved in a particular Austrian complex information network 
- of which we would like to give a brief overview here. Our aim is to show the 
advantages which can emerge from the use of such an integrated database 
(describing, comparing and analysing the tourism performance of individual cities 
which have joined the network) at national, European and global level. 
The Austrian Tourism Marketing Information System (TourMIS) exists, in 
their own words, as a marketing-decision support system, a quality management 
information tool, collecting, storing, processing and disseminating information 
from various sources. The creation in Hungary of something similar - at least at 
national, regional and local levels - would foster efficient marketing practice, 
greatly supporting city tourism-related decisions. The system has, in fact, been in 
use for more than 10 years for research and consultation purposes, and the 
TourMIS statistical database, which shows trends in tourism, has been available 
on the Internet - broadly free-of-charge - since 1997 (www.tourmis.info). The 
Info-system provides access to a wide range of domestic (i.e., Austrian) data and 
also, today, to international (principally European) tourism and related business 
data.. We should emphasise that what is provided is a continuous dataflow 
regarding changes and developments in Austrian tourism. 
There are essentially 3 sources of support and information for TourMIS. The 
first of these relates to Austrian interests and includes the Austrian Statistical Office 
and the various tourism-related organisations handling national (federal) tourism 
together with the individual provincial organisations. The second and third sources 
provide the international (essentially European) dimension. These are, firstly, the 
European Travel Commission (ETC), which, is a non-profit organisation with its 
headquarters in Brussels (although not an EU-related institution) and with 33 
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European countries as members, whilst the second is European Cities Tourism, 
which is a separate organisation, based in Dijon, France, and dedicated to promoting 
tourism in cities in Europe. (Incidentally, Hungary is a member of the first and 
Budapest is Hungary's sole member of the second). 
TourMIS provides detailed time-series regarding long-term demand in Austria 
and regarding tourism-related data. These include tourist arrivals, visitor-nights and 
rates of bed-occupancy in different provinces and country-of-oiigin data - all on an 
annual, seasonal and monthly basis. Beyond this purely Austrian dimension, it now 
gives a general picture of European city tourism involving data on overnights, 
arrivals and bed-occupancy rates in the main European destinations on a monthly 
basis, additional information on destinations and research methods, the development 
of arrival and overnight benchmarks. This tourism marketing Info-system gives an 
opportunity for acquiring a serious depth of knowledge and access to seasonal 
changes in Austrian tourism and provides a detailed picture of the travelling habits 
of incoming tourists (Austrian visitor and travel surveys). The complex information 
and data-providing system was developed for the Austrian National Tourism Office 
(ANTO) by a team of applied researchers investigating Austrian tourism in 
cooperation with the Institute for Tourism and Leisure Studies at the University of 
Economics and Business Administration in Vienna - a system worked out only after 
many years of work. TourMIS is claimed to be totally unique. 
It is surely evident that cities with tourism potential, whether historical, 
cultural or attractive in any other way, and targeting the development of their 
tourism industry, should join the European Cities Tourism organisation - to 
participate in TourMIS networking, so achieving a better understanding of tourism 
in Europe by means of a transparent and easy-to-use system of statistics. 
55 
Chapter 3 
The Strategic Relationships between Tourism arid Regional 
Development in the two Countries Analysed and Compared 
3.1. Trends in national tourism 
3.1.1. The framework of the social environment 
This section serves to outline some of the essential social features providing the basic 
framework for the tourism market. 
Tourism became the growth-sector above all others in the post-war period as a 
result of many, varied factors which brought about social changes. These changes 
include: 
- the general move towards a shorter working-week, 
- the dynamic development of the statutory right to paid holidays, 
- a high and increasing level of private transport, 
- serious improvements in the levels of PDI (personal disposable income) and 
the consequent creation of a "new middle class", 
- a tendency towards saturation in the more traditional consumer /consumption 
sectors, 
-- various problems of employment, 
- new communication media. 
AH of these developments associated with post-industrial society have had a lasting 
effect on tourism in Austria, as also in Hungary, but several specific characteristics 
should be recognised and emphasised in each of these two cases. 
Firstly, the emergence of unemployment - albeit with a marked time-lapse -
has mainly affected those social classes which predominate in summer tourism in 
both countries - that is, the lower and lower-middle classes. Unemployment, low 
basic wages and the reduced availability of overtime working etc. have affected 
family budgets and, as a direct consequence, the resources available for the luxury of 
a holiday spent away from home. 
Secondly, in demographic terms, the pattern of visitors Is likely to include 
fewer young people, more single households and, not only numerically more, but also 
more active, senior citizens. These processes have had a strong and negative effect on 
summer tourism in both countries. Especially the last two social groups have a 
considerable degree of independence and of flexibility in the decision-making 
process relating to holidays. They have, for example, relatively low travelling 
expenses when compared with those of a household comprising several people, 
including children, and there has developed a tendency to travel farther - and by air -
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to the more distant holiday regions, thereby by-passing the traditional, near-at-hand 
Central European regions. 
In relation to "Sun, Sea and Sand" as traditional targets for the summer holiday, 
Austria has had to compete with air-tourism on a worldwide basis. At the beginning 
of the '90s the opening-up of the Eastern part of Europe brought additional 
competition from, for instance, Hungary's (essentially much cheaper) Lake Balaton 
for Austria's famous vacation lakes. By way of example, in 1996 Hungary's summer 
tourism statistics showed 24 million overnight stays in Hungary as a whole, 
exceeding the decline shown in Austria (from 130 million in 1992 to 112 million by 
1996). In respect of the Hungarian figures, approximately 6 million of these 
overnight stays were made by Austrian visitors (Lichtenberger, 2000). 
By way of contrast, the opening up of Eastern Europe added little to Austria's 
tourist business due to the substantially lower income levels which prevailed in the 
East-Central European countries. Were incomes in these countries to rise, then a 
growth in basic numbers as well as a more widely differentiated spread of tourists 
would almost certainly follow - permitting a relatively optimistic outlook for Austria 
in the medium term. However, destinations in Southern Europe effectively guarantee 
better weather and are more likely to provide settings meeting the younger 
generation's desires in respect of freedom and adventure. In this respect both Austria 
and Hungary have a relatively poor image amongst young people. 
Thirdly, other social changes - which could, perhaps, be summarised in phrases 
such as "greater demands for quality", "increased body consciousness", "thirst for 
adventure & entertainment", "club-like atmosphere" and "stronger environmental 
consciousness" have all had, in their own individual ways, a strong effect on the 
traditional structure of tourism in both of the countries analysed, although with - as 
mentioned previously - a time lapse of a decade or so. Many of these changes resulted 
from an increasing sense of saturation in general household consumption. More and 
more income could be categorised as "surplus", and so available for purposes such as 
travel, although it should also be said that expectations in respect of standards during 
holidays also rose. This directly produced increased demands for quality, and the 
tourist industry, initially somewhat lagging behind these general developments, 
suffered losses in terms of both image and of demand (Zimmemiann, 1991). 
For these reasons therefore, a re-dimensioning and re-structuring of tourism, in 
Austria became necessary at the beginning of the '90s, and now, some 12 or more 
years later, a similar situation has emerged in Hungary. The ways of reorganising and. 
of re-vitalising are in some ways similar, but in some respects different, in the two 
countries. In the post-war years Austria's tourist industry developed as an essentially 
private sector sphere of interest - removed from the area of potential Keynesian-style 
public support, although within the social security system of the advanced welfare 
state. It is based on domestic, for the most part small, enterprises left by the state to 
operate along free-market lines and to deal with international competition in their 
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own way. In Hungary, probably due to a lack of protection from the welfare state, the 
government decided to tackle the problems of the industry by providing funds for 
developing this strategically important sector of the economy within the framework 
of a two-year national development plan, although in Hungary also a good proportion 
of tourist enterprises fall within the small-scale category. 
Finally, special mention should be made of ecological consciousness as clearly 
demonstrating a number of changes in values and standards. Particularly from the 
1990s the environment became a centre of attention for experts in tourism in Austria, 
since they came to understand that the quality of the environment was becoming a 
criterion of enormous importance to tourists when making decisions on where to 
spend their holidays. A level of social sensitivity and of demands in respect of the 
environment is clearly developing in Hungary likewise, although there remains a 
great deal to be done to bring about a shift from current short-sighted pre-occupation 
with immediate profit-maximisation to greater ecological consciousness for the 
benefit of longer-term tourism planning and development (Bakucz, 2003 a). 
3.1.'2. Foreign demand as a dynamic component 
Among international destination countries Austria has a very distinctive market 
profile in terms of the origins of tourists. This special position in the international 
market stems from two particular features. 
Firstly, there is the extremely high ratio - 76% - of foreigners within the 
overall total of some 115 million overnight stays per year (Statistik Austria, 2000). 
By way of comparison, the Hungarian figure is 69%, although the total of overnight 
stays is much lower at 14 million (Central Statistical Office Hungary, 2000). 
Secondly, there is a very high level of dependency in Austria on guests from 
one single country - Germany - who account for two-thirds of all overnight stays in 
the country. In Hungary the comparable figure is 41 % - that is, the ratio of overnight 
stays by German visitors of the total of what we may term "foreign tourist nights" 
(CSO Hungary, 2000). Once again German visitors represent substantially the 
highest proportion by nationality, with the distance factor almost certainly accounting 
for at least part of the difference in numbers. 
The central problem of the structural changes in demand has proved to be a 
shift towards shorter stays and a reduction in summer tourism by guests from 
Germany in both countries. This problem is, however, compensated for in Austria by 
an increasing number of German visitors In the winter season, whilst in summer 
increasing numbers arrive in the major cities from Italy, the United States and Japan. 
A very similar trend can be detected in Hungary - which is also becoming a less 
frequented summer destination. This is supported by the official data on tourism 
regarding Lake Balaton (CSO, 2000), particularly in terms of the number of 
overnight stays by German tourists. Hungary can now be regarded as a suitable 
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destination for a second or third holiday for foreign visitors - and out of the 
traditional high or main season. 
Domestic demand cannot be overlooked in our analysis. Taking into 
consideration the fact that both countries have relatively small populations, there is a 
clear limit to endogenous growth. However, if we compare the overnight stay data 
relating to domestic tourists in each country, we can observe an increase (4.1% in 
Hungary and 2.8% in Austria) in 2000. Consequently, a higher rate of domestic 
income was realised across the whole spectrum of accommodation. 
Although in both countries people have developed a strong propensity to travel 
abroad - with the Mediterranean regions preferred - we strongly believe that neither 
country should attempt to compete with Italy, Croatia or with Greece. On the other 
hand, both can compete - or perhaps co-operate - with countries having identical or 
similar geographical characteristics - for example, the Czech Republic, Slovakia, 
Poland and Slovenia - and, of course, with each other. One good example of the 
latter is an organised package tour involving guided visits to Prague, Vienna and 
Budapest, a package developed by Spanish tour operators and directed towards 
Spanish and other overseas visitors. 
To summarise the domestic tourist demand in the two countries under 
Investigation, we can readily see that this element, with a total market share of around 
25%, is unable to offer a very significant future contribution and would also be unable 
to compensate for serious negative fluctuations in the number of foreign tourists. 
Logically, therefore, the foreign segment should be targeted with a wide range of 
"tourism products" - both traditional and newly developed ones. We would offer, as 
examples, the notions of cultural-, conference & business-, thermal-, hobby- and 
wellness-tourism - and above all, even though it is closely associated with certain, 
although by no means all, of the above concepts, city tourism (Bakucz, 2003a). 
The demands of foreigners as the "dynamic variable in the system of mass 
tourism" (LIchtenberger, 2000) is becoming increasingly complex and differentiated 
in relation to both Austria and Hungary. Satisfying these continuously changing 
needs and developing new conditions and supply mechanisms in the tourism market 
are the main responsibilities of those who devise tourism policy - a topic to be 
discussed in more detail later in this work. 
3.1.3. The seasonal problem of tourism demand 
In Austria, due to characteristic geographical features, tourist demand is concentrated 
in two distinct seasons. To summarise the trends relating to this seasonality, two facts 
can be stated: 
- there are both two-season areas, such as the Alpine Regions, and also single-
season areas, as, for example, the Lakes, 
- the summer season, with its many, long traditions, has been characterised by 
strong fluctuations since the beginning of the 1970s. 
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In respect of the second of these factors, Hungary shows great similarities, having 
experienced constant difficulties in terms of the changeable number of tourists' 
overnight stays in summer during the last three decades. 
This problem is especially important and can be considered as abroad, general 
reason for the restructuring of tourism In both countries. The summer-season losses 
are not restricted to what we could term the single-season regions - for example, the 
Lakes - in either of the two countries. One reason for this may be that there has been 
a clear loss of natural, attractive countryside suitable for summer-time activities due 
to the intrusion of newly-constructed large hotel complexes, second homes and roads. 
Other reasons, such as the growth of second and third annual holiday journeys, a 
similar growth in the popularity of the short break, and the development of the 
middle-class, have also contributed to a continuous growth in demand for holidays 
outside the traditional high or main season. 
3.1.4. Modern recreational trends and short-term tourism 
In the above section we have tried to characterise the seasonal rhythm of the demand 
peaks of long-term tourism. There are also rhythms related to short-term tourism 
which apply rather to day-trips, weekend breaks and the like. These call for greater 
flexibility in the provision of accommodation, and some regions might increasingly 
be faced with utilisation conflicts, mainly in the urban areas of both countries. 
Since the '80s the quantitative Increase in the number of day-trips and short 
holidays undertaken has been expected - anticipated - in Austria, with the greatest 
increase in demand coming from Germany (Zimmermann, 1991). A very similar 
tendency can be detected in Hungary by analysing the data provided by the Central 
Statistical Office - but, again, with a time-lapse of approximately a decade. 
The tourism industry needs to devote special attention to this factor, 
particularly in view of the potential utilisation conflict with the demands from long-
term tourism. The most significant aspects of overlapping between short- and long-
term tourism are summarised below (Zimmermann, 1991): 
- high traffic intensity at weekends, with its consequent noise and exhaust 
pollution and with a parallel lack of parking-spaces for the long-term tourist, 
- damage to the environment caused by visitors who do not identify with the 
region, 
- on those days when total tourist numbers reach a peak, both the basic and 
tourist Infrastructures are overloaded, producing overcrowded restaurants, 
traffic-jams (even on motorways), litter problems etc., 
- attempts to expand the infrastructure to cope with maximum tourism demands 
creates economic problems due to the huge maintenance costs involved and 
to the long periods during which these expanded facilities are under-utilised, 
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- the excessive exploitation of the landscape for sports activities and also for 
construction purposes (for example, for the building of second homes), 
- special problems due to second homes and their pressure on the local property 
market. 
Despite some positive aspects - the better use of recreational facilities, and, in 
consequence, higher profitability - it would be advantageous to plan for development 
which somehow separates long- and short-teim tourism. 
This is the reason why we would suggest a totally separate development plan 
for city tourism within the National Tourism Development Plan. Since city tourism is 
a typical area of short-term tourism and can attract a high number of tourists, both 
foreign and domestic, careful planning in connection with Its development and 
networking would be of great importance. At the same time it could reduce the 
problems for both people and the location by helping to preserve recreational quality 
for guests and the environment for the resident population (Bakucz, 2003 a). 
3.2. Trends in Regional Tourism 
3.2.1. Typical regional trends in tourism in Austria 
The distribution of tourism in Austria is extremely unbalanced [Figure 5/a-b). 
Most of the guests visit the western provinces, and consequently the bed 
occupancy rate in the Tyrol, in Salzburg and in the Vorarlberg, both in the winter and 
summer periods, fluctuates between 25 and 85 per cent, whilst this value remains 
between 0 and 25 percent in Lower and Upper Austria, in the Burgenland and in most 
parts of Styria. This concentration has been increasing continuously - from 42 per 
cent in 1952, to 50 per cent in 1962, to 55 per cent in 1972 and to 60 per cent in 1982 
(Zimmermarin, 1991). At the same time the importance of the eastern provinces has 
continuously decreased: whereas, in 1952 almost 50 per cent of all visitors' nights 
were registered here, this had decreased to 25 per cent by the middle of the 1980s 
(Zimmermann, 1991). 
On the basis of the demand for tourism accommodation, the areas of Austria 
can be classified into five major types. The first among these is the category of the 
Cities, which includes not only those specially favoured by business and conference 
tourism, but also those which offer either important cultural activities and sights 
(Vienna, Salzburg), or which have been able to enhance their image by hosting 
international sporting events (Innsbruck). 
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Figure 5/a 
Asymmetrical distribution: Bed occupancy rate based on data from the communities in 
the summer season (half-year) of2000. 
Source: Statistik Austria, 2000. 
Figure 5/b 
Asymmetrical distribution: Bed occupancy rate based on data from the communities 
in the winter season (half-year) of2000. 
Source: Statistik Austria, 2000. 
62 
Despite the overall decline, these cities show very large rates of increase. This is 
shown by the fact that Vienna ranks fourth in the league table of European city 
tourism destinations after London, Paris and Rome (FECT04)/TourMIS5), 2000). 
Likewise, Graz, on following the guidelines of a new tourism strategy, created in 
1995 a strategy which tried to combine all the above-mentioned aims for a city, 
managed to Increase the number of tourist nights by 25 per cent by the turn of the 
millennium (ÖGAF6)/TourMIS, 1999). 
The second main area of tourism demand comprises the spas, which have 
survived the different phases of tourism development by adapting their very specialist 
facilities to modern circumstances. This category includes communities with a 
worldwide reputation and a tradition of spa holiday resorts - e.g. Bad Gastein and 
Bad Ischl in the Salzkammergut, or Bad Kleinkirchheim in Carinthia- where there is 
a very strong overlap between, on the one hand, the cure function (with recreation in 
summer) and, on the other hand, winter sports and a considerably higher proportion 
of foreign visitors. The medicinal baths located in the north and east of Austria (the 
Styrian thermal bath area with Bad Gleichenberg, Bad Radkersburg, Therme 
Loipersdorf, Heiltherme Bad Waltersdorf, Rogner-Bad Blumau belonging to the 
latter) have, as a result of a logical tourism development strategy, by now acquired all 
the modem conveniences of popular "wellness bath" centres besides the former 
exclusively medicinal function. Their sales are mainly directed, due to geographical 
closeness, towards the wealthier sectors of Central- and East-European society, and 
thus they become competitors to the Hungarian spas in this special segment of the 
tourism market. 
Lake communities, located in the areas of the Carinthian Lakes and the 
Salzkammergut, constitute the third main area. They have long traditions, which 
make it difficult to respond to the new structures of demand because of the effects of 
inertia, or at least they slow down the process of satisfying the needs arising with the 
development of tourism (Zimmermann, 1991). Nevertheless, they have clear 
advantages when compared to the Hungarian lakes - Balaton, Velencei-tó, Tisza-tó -
both from environmental and infra-structural points of view. 
The fourth main area of demand embraces the mountain communities, which 
represent the most favoured places in the western parts of Austria, characterised by a 
combination of summer and winter tourism and an important demand from short-
term tourists. These are the main reasons for the above-mentioned unbalanced 
distribution of tourism in Austria. 
The fifth and final main area of demand comprises the recreation communities, 
which mostly lie either close to the major tourist centres, taking advantage of their 
infrastructure, or offer additional, alternative, "small scale" opportunities. We can see 
4 FECTO: Federation of European Cities' Tourist Offices. 
5 TourMIS: Touristnus Marketing Informations System [in Austria]. 
6 ÖGAF: Österreichische Gesellschaft fur Angewandte Fremdenverkehrswissenschaft [Austrian 
Company for Applied Research in Tourism]. 
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such examples in Lungau and in East Tyrol. In Hungary the background settlements 
of Lake Balaton represent a similar category of tourism demand (Regional Statistical 
Year Book, 2001). 
3.2.2. History of typical regional trends in Hungarian tourism 
Tourism became an increasingly important sector in the economy of socialist 
Hungary. The system, isolated as it was from the world market economy, was able to 
give its citizens a standard of living and a feeling of security (at least in relation to 
jobs and income) which enabled and encouraged them to take holidays away from 
home. The operation of, for example, trade union-owned holiday homes and similar 
facilities made holidays in Hungary affordable - even if the cost of hard currency put 
holidays in the West beyond reach. Foreign visitors were also attracted: those from 
the socialist bloc by similar considerations of affordability and others from the West 
by the novelty of such holidays as well as by the (to them) remarkably low prices. 
Changes, however, came about over the period from 1970 to the present day -
sometimes very significant ones. These changes will be illustrated later, focusing 
upon one particular Hungarian region - South Transdanubia, which is the subject of a 
more detailed comparative analysis in this chapter. 
The most important regulation influencing its regional processes was the 
Regional Development and Settlement Development Act of 1971 in which 
Government Decree No. 1006/1971 (11.3) highlighted two priorities in connection 
with tourism: 
- the development of Lake Balaton, of the capital, Budapest, and of spa resorts 
since these represented the main tourist attractions for foreigners, 
- weekend tourism for recreational purposes in the developing urban areas. 
The Hungarian Institute of Town and Regional Planning (VÁTI) together with the 
Budapest Institute of Regional and Environmental Planning (BKI) undertook several 
studies into development, and the number of regional units created by them lay 
somewhere in the area of 23-27. They provided a professional background to the 
2006/1979 Decree of the Council of Ministers, which related to prioritised tourist 
regions (Lakes Balaton and Velence, the Danube Bend, the Mátra Hills and the Bükk 
Hills to be followed later by Sopron, the Kőszeg district and Lake Tisza) - and to the 
creation of Tourism Committees to organise and manage the work Involved. 
These Institutes, in co-operation with the Hungarian Central Statistical Office 
(CSO or KSH in its Hungarian version), the National Tourism Office (NTO/OIH), 
established a statistical system in the 1980s to record and measure regional processes 
in many fields including tourism. This served as a basis for Government Decree No. 
2012/1986 (Hie Sectoral and Regional Development Concept of Tourism), a decree 
which introduced three categories in terms of regional development: 
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- prioritised holiday regions, 
- holiday areas of regional significance, 
- holiday districts of local and micro-regional significance. 
A dependence on central government funding and highly differentiated development 
priorities, together with the factor of continuously shrinking resources, have all 
produced their effect on tourism-related regional processes. The infrastructure for 
tourism has become somewhat unbalanced, to the clear advantage of Budapest and of 
Lake Balaton, whilst in the provinces, whether urbanised or rural, only spas or 
thermal baths have been acknowledged as being of any value. 
In the socialist era County Tourism Offices were responsible for the 
implementation of centrally generated policies and represented the basic institutional 
system of tourism as an industry. These offices, being within the framework of the 
County Councils and having acquired the rights to employ the relevant funds 
allocated from the state budget, managed to establish a stable touristic infrastructure 
in some counties - where the effects can still be noted today and where incoming 
tourist traffic was a very important part of local business activity. However, they 
were unable to offer any effective counterbalance to the centralised state power and 
to central decisions and, in consequence, their significance diminished as they were 
stripped of their assets from the time of the change of regime (Aubert, 2001). They 
do not continue to organise the reception of tourists, and, unfortunately, this activity 
- highly important from the point of view of income from tourism - was not assumed 
by any other institution or organisation. 
The sectoral and spatial processes within the economy deriving from the 
political changes produced a very different type of regional structure in Hungary in 
the '90s. This structure also differed in terms of its overall effectiveness. 
The classical types of economic district, based upon the sources of power and 
technology of earlier industrial revolutions, have collapsed. The settlement system of 
the country has now followed the concentration strategy of economic development, 
thereby creating huge contradictions between the heavily urbanised regions and the 
lagging rural areas (Enyedi, 1996). In terms of tourist, attractions, the greatest shock 
following the regime change was caused by the opening-up of the whole Central-
European region. By this Hungary effectively lost its related "unique selling 
proposition". At the same time data concerning cross-border and transit tourist traffic 
in the '90s (almost 40 million tourist arrivals) caused the experts to forget how 
deeply rooted were the problems, even though it was rapidly becoming obvious by 
this time that they were having a clear structural character. In relation to figures 
reflecting the level of bed occupancy in 2000, the preponderance of Budapest and of 
Lake Balaton remains very clear {Figure 6, Tables 8/a-b). 
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Figure 5/a 
The spatial distribution of bed occupancy in Hungary, 2000. 
Source: Hungarian CSO, 2001. 
Table 8/a 
\ 
Numbers of beds and of tourist arrivals at hotels by Hungarian holiday regions 
Num-
ber of 
hotels 
Tourist arrivals Tourist nights Average 
stay 
(nights) 
Holiday region 
Bed-
places Total 
of which 
interna-
tional 
Total 
of which 
interna-
tional 
Budapest 56 20,451 1,375,295 1,278,605 3,657,164 3,485,572 2.7 
Balaton lakeside 
settlements 34 9,424 230,345 189,653 842,978 735,373 3.7 
Balaton hinterland 
settlements 20 2,729 54,173 38,422 332,963 267,240 
6.2 
Sopron, Kőszeg-
hegyalja 17 2,578 173,256 84,106 462,174 289,122 2.7 
Mátra, Bükk 15 1,968 145,317 91,220 289,649 191,878 2.0 
Mecsek, Villány 20 2,547 120,612 79,894 227,734 148,309 1.9 
Tisza, Kőrös 
mente 17 2,110 151,367 104,726 250,833 168,866 1.7 
Szigetköz 14 1,292 139,237 81,419 197,344 117,815 1.4 
Source: Regional Statistical Yearbook, 2001. 
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Table 8/b 
Numbers of beds and tourist arrivals at hotels by Hungarian holiday region 
Num-
ber' of 
hotels 
Tourist arrivals Tourist nights Average 
stay 
(nights) 
Holiday region 
Bed-
places Total 
of which 
interna-
tional 
Total 
of which 
interna-
tional 
Budapest 115 28,760 1,750,516 1,478,658 4,491,922 3,846,808 2.6 
Balaton lakeside 
settlements 144 24,932 494,487 249,076 1,834,655 1,135,177 3.7 
Balaton hinterland 
settlements 40 6,835 185,704 95,947 1,089,371 751,061 5.9 
Sopron, Kőszeg-
hegyalja 29 4,944 201,585 74,612 705,926 308,797 3.5 
Mátra, Bükk 43 4,253 216,416 47,814 513,671 125,910 2.4 
Mecsek, Villány 22 2,579 97,299 45,497 270,542 156,398 2.8 
Tisza, Kőrös 
mente 28 3,680 128,233 40,207 345,419 82,458 2.7 
Szigetköz 40 2,708 118,547 70,894 292,055 136,817 2.5 
Source: Regional Statistical Yearbook, 2001. 
In addition to the traditional destinations, it became a matter of urgency to dissolve 
the spatial lop-sldedness of Hungarian tourism and to develop a "quality" type of 
tourism with its associated spatial expansion in Hungary. Fortunately, this process 
does meet the aims of regional development and of ElJ-supported programmes and, 
in consequence, there must be a good chance that, given conscious, careful planning 
and structural innovation, tourism can develop as a leading sector of the Hungarian 
economy. 
Regional developments within tourism should be based, of course, on tourism 
attractions, but such attractions rarely follow administrative county borders. The 
relevant development programmes, therefore, need to be created according to tourism 
micro-regions and to what we may term tourism product-lines. Furthermore, tourism 
development plans - and tourism areas - can be created on a self-organising basis 
around one particular type of tourism product. Consequently, the dominance of a 
specific product-line can differentiate the spatial units for touristic development, 
giving definite directions and a specific image to the region (Aubert, 2001). 
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3.2.3. A comparative overview of two regions 
3.2.3.1. A general descriptive analysis 
Figure 7 
Styria and the South-Transdanubian Region 
If we are to examine geographical regions on a comparative basis in relation to any 
particular issue, we need, first of all, to have a clear picture of these regions; we need 
to know how each one stands in its own context - and this in a variety of ways which 
may seem to have little to do with the specific issue targeted. 
Our two regions of Styria (Steiermark) and South Transdanubia (Dél-
Dunántúl), although not contiguous, are not far apart geographically and they display 
a number of features which are strikingly similar. Much the same can be said of the 
two centres of the regions - that is, the cities of Graz and Pécs. It may be useful at 
this point, therefore, for us to take a brief look at them, as it were, side-by-side. 
Styria covers an area of some 19.8% of Austria's total land area of82,700 sq. km. 
On this basis it is the second largest of the 9 provinces (8 Lander plus the Federal capital 
of Vienna) which comprise the Republic of Austria. (Lander, under the constitution of 
this distinctively federal state, are serious administrative entities and responsible for 
much of the governmental function in the country, being positioned between the 
numerous, but powerful, municipalities and the Federal government in Vienna). 
Hungary, on the other hand, remains a unitary state heavily dominated by its 
central government. In earlier times the counties (then 31 in number, including 
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Budapest) played a significant role in government, but this role was much reduced in 
the Socialist period, as, at the same time, the number of counties was reduced by 
amalgamation - in fact, to 20 (including the Metropolitan area of Budapest). 
"Regions" have now been created, but it must be recognised that this was essentially 
to conform with EIJ policy, and central government has so far done little to empower 
regions, dealing more or less directly with the municipalities, which, comprising 
some 3,500 entities, clearly include many tiny units. Effective regionalisation most 
certainly needs to come, but progress on the national scale is slow. 
The number of these newly created Hungarian Regions is 7, one of which, 
again, comprises the Metropolitan district of Budapest (plus Pest County). Three 
counties (Baranya, Somogy and Tolna) make up the Region of South Transdanubia. 
This region is slightly smaller than its Austrian counterpart - and also slightly less 
significant at 15.4% of Hungary's total land area of 92,300 km2. 
Nonetheless, we should emphasise that South Transdanubia occupies an 
important place in Hungary's (slowly) developing regional structure, In that the 
region has become a centre for research into regional issues, with serious attempts 
being made on an experimental basis to establish an effective, working administrative 
framework competent to handle regional affairs. In this respect, South Transdanubia 
has now come to be a showcase region. 
Much the same applies to the population, in that Styria ranks fourth among the 
nine Austrian provinces, with a current population of some 1,183,000 (14.7% of 
Austria's 8.033 millions), whilst South Transdanubia has less than 10% ofHungary's 
population of 10.197 millions, so ranking as the smallest of the seven regions in these 
terms and also having the country's lowest population density (Table 9/a). 
As far as the broad economic picture is concerned {Table 9/b), Styria has long 
featured as one of Austria's poorer provinces. However, in this respect, relativity is 
critical, and Styria's GDP per capita (at Purchaser's Prices) in 2000 amounted to 
some €23,300 (€21,435 in PPS terms) - equal to 85% of the Austrian average and 
95% of that of the EU-15. 
In Hungary, South Transdanubia heads the lower sector of the regions in terms 
of GDP per capita - in 4th place. The spread of this lower band is quite narrow and the 
overall ranking is led - by a substantial margin - by Central Hungary (thanks to the 
disproportionate wealth of Budapest). To make these figures more meaningful, 
however, it should be noted that the Budapest figure is 212% of the national average 
and that of Central Hungary 164% - whilst South Transdanubia shows a mere 73%. 
The South Transdanubian figure for GDP per capita (PPS-based) in 2000 was 
€8,892 - as mentioned above, 73% of the national average - and a mere 39% of that 
of the EU-15. 
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One of the related causal factors is, of course, unemployment and the South 
Transdanubian region's 7.9% in 2003 was exceeded only by one other region (North 
Hungary), leaving South Transdanubia in 6th position. No doubt reflecting the 
relatively low wages structure of the agricultural sector, both the Northern and 
Southern Great Plain Regions fell below South Transdanubia in terms of the gross 
income of the employed population - so producing a slight Improvement to 5th 
position on this basis. 
The actual unemployment figures for 2000 in the two regions were: 3.5% for 
Styria and 8.0% for South Transdanubia, although in both cases the situation In the 
"Youth Unemployment" category was noticeably worse at 6% and 12.4% 
respectively. 
There are, likewise, noticeable similarities in the broad characteristics of 
employment, in that, in 2000, Styria was classified as "a region in industrial decline", 
a description also applied to South Transdanubia, whilst Styria and South 
Transdanubia showed similar, somewhat low levels of employment in the services 
sector at 57.7% and 55.8% respectively. The absence of suitable replacement 
employment opportunities in the tertiary sector would, of course, mean that 
continuing decline was inevitable, with the regions becoming steadily depopulated. 
Such a situation would need to be addressed by government with the provision of 
serious support for enterprises entering the tertiary sector capable of generating 
durable, quality jobs. Always assuming, of course, that the regions concerned have 
something attractive to offer, one of the more promising economic activities open to 
the investment of effort and funding would be tourism. 
Within the EU's Obj ective 2 programme for 2000-2006, Styria (a proportion of 
whose territory fell within the Objective 2 category) embarked upon such a course. 
One of the priorities decided upon was: "Integrated regional development, tourism 
and culture", under which the measures to be applied would be concerned with 
"developing the necessary infrastructure and commercial investments to promote 
cultural projects and tourism". For this purpose the total cost envisaged amounted to 
€63.184m, of which some €17.5m would be the EU contribution (Regional Policy 
Inforegio, 2005)., 
In the case of Hungary, the first priority under the "Regional Development" 
Operational Programme 2004-2006 was 'Developing the tourism potential of the 
regions" (Here the use of the plural in "regions" should be noted, since this was to 
apply to the country as a whole - that is, to all of the regions, with the simple caveat 
that the focus would be "on developing the potential of tourism attractions outside the 
capital, thus contributing to more diversified and balanced tourism and territorial 
development"). In this case, the total cost envisaged was €111.2m, of which the EU 
contribution would be €81m (Regional Policy Inforegio, 2005). 
As indicated above, all factors involved in these figures are not common to 
both regions, and certain apparent disparities in financial terms should be considered 
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accordingly. For example, the Austrian figures covered the whole of the seven-year 
Agenda 2000 period and applied only to one part of Styria, whilst the Hungarian 
figures applied to the three years of Hungary's membership of the EU (from January, 
rather than May, of 2004 until the end of 2006) and referred to the whole country. 
In this chapter, in which we aim to prove why Styria is an example to be 
followed in terms of the regional development of tourism, we should now examine 
the regions more closely, and basic figures demonstrating the tourism potential and 
performance of the two regions are presented below. 
Table 10 
Capacity of public accommodation establishments 
Total number of bed-places 
(Hotels, boarding-houses, tourist- and youth-hostels, camping sites and 
bungalows) 
Year Styria South Transdanubian Region 
2000. 92,646 63,269 
2001. 94,057 63,134 
2002. 94,171 69,397 
Source: Author's compilation on the basis of Regional Statistical Yearbooks. 
This table (Table 10) shows the capacity of public accommodation establishments. 
As can be seen, the number of these is some 30% higher in Styria than in South 
Transdanubia, although both areas show an increase in numbers in the period in 
question. 
Tables 11-12 show that, both In terms of tourist arrivals and of tourist nights, 
the gap between Styria and South Transdanubia is relatively high (some 60% higher 
in Styria). This clearly demonstrates that South Transdanubia is located in a 
peripheral position - not only as a destination for foreign tourists but even from the 
domestic standpoint. 
Starting from the middle of the '90s a regional levelling process was clearly 
recognisable in tourism demand from the point of view of bed occupancy. This was 
mainly as a result of Austria having joined the European Union, a consequence of 
which was that those provinces which lagged behind from the tourism point of view 
and which were classified as NUTS II regions targeting Objective 2 (Horváth, 1999) 
were given a reasonable amount of financial support from EU Structural Funds for 
development purposes. 
Styria, declining industrially, was categorised as such a region and tourism 
development, in fact, surged with EU accession. The new strategy, representing a 
portfolio within Objective 2, in addition to a basic regeneration of the whole Styrian 
economy, indicated specific priorities such as continuous quality improvement in 
tourism services, support for tourism marketing and the development of a tourism 
infrastructure. 
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The Styrian terrain, the natural and geographical conditions, and a number of 
economic development trends are, to some extent, similar to those of the South 
Transdanubian Region, and we are, therefore, searching for successfully tested 
strategies and for measures and techniques of proven value to serve as examples 
adaptable at national, regional and local levels for Hungarian tourism with its own 
individual difficulties. We are totally convinced that the furnishing of a complex 
tourism product package such as that offered by Graz City Tourism - which contains 
regional elements in its offer of programmes such as "the Styrian Wine Road", "the 
Styrian Castle Road", the "Apple Road" and "the Styrian Thermal Region" - would 
attract many more foreign and domestic tourists. Our own local opportunities -
outstanding wine-producing areas, monuments, castles and thermal baths - are 
clearly there, but we need both intensive and extensive marketing activity to create an 
innovative and effective organisational and management culture which is able to 
develop tourism - something which in itself might well produce a notable spill-over 
effect on the economy of the whole region (Bakucz, 2003a). 
Just as Styria is not one homogeneous region in terms of tourism, the same can 
be said of South Transdanubia. The Hungarian region's Somogy County includes the 
southern shore of Lake Balaton, and undoubtedly dominates the regional tourism 
picture, whilst Baranya County is also quite significant, embracing, as it does, the 
city of Pécs. "the Siklós-Villány Wine Road" and .the region's largest spa, Harkány. 
The third county, Tolna, on the other hand, remains a relatively quiet rural county, 
scarcely touched by serious tourism, in spite of its natural beauty. 
This basic asymmetry has persisted for a long time and shows little sign of 
change. The data revealed in the following three tables presents an interesting 
historical picture of the movements, both in the individual counties and as totals, over 
the last thirty years or more. 
Table 13 
Changes in average length of visitors' stay (nights) 
Average length of stay, nights 
County, region 1974 as % of 1970 1994 as % of 1990 2003 as % of 2000 
Baranya 118.2 80.6 91.9 
Somogy 111.5 66.7 93.5 
Tolna 100.0 75.8 93.0 
South-Transdanubia 110.0 74.3 91.0 
As edited by the author 
Source: Regional Statistical Yearbooks (1975,1996 and 2004). 
The above chart (Table 13) shows that, in some respects at least, the '70s were 
clearly "the good days" - for the reasons outlined above. As will emerge in the 
following tables, the dramatic developments of 1989-1990 generated a remarkable 
response in the latter year in terms of domestic tourism, but the period immediately 
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following this, the mid-1990s, were characterised by an economically uncomfortable 
entry into the transition phase, in which inflation, a lower standard of living for many 
and a feeling of economic insecurity reduced the demand for holidays by the majority 
of citizens. At the same time, inflation reduced the attraction of Hungary as a 
destination for foreign tourists. Moreover, for those (Hungarians) who could afford to 
travel, foreign alternatives to Lake Balaton were numerous. The current decade 
demonstrates trends both continuing and intensifying this. 
Tables 14-15 reflect these trends. There is a strong rise in the hotel sector and a 
collapse In "other accommodation" - following the demise of much of the state-
supported holiday accommodation such as trade union homes. This applies both to 
tourist arrivals and to tourist nights. The asymmetry within the region (also referred 
to earlier) persists, with Tolna County continuing to lag far behind the other two in 
terms of tourist arrivals and tourist nights. Over the period, as the above tables show, 
interest in Lake Balaton as a tourist destination has plunged, leading a near-halving 
of the tourism data examined in Somogy County. It is interesting, however, to note 
that, in Baranya County, the same period reveals a rather more stable performance. 
As previously mentioned, the South-Transdanubian Region is characterised by 
its peripheral location, by its isolation (with settlements sometimes accessible only 
with difficulty), by the lack of transport corridors (both North-South and East-West) 
and by its few border crossings. The collapse and disappearance of its earlier 
industrial base and of mining have completely re-structured its economy. The inflow 
of foreign capital is extremely low, the region is the weakest in terms of the number 
of SMEs, and it has an underdeveloped business and services sector. By way of 
contrast, the R&D activity level is outstanding, its agrarian ecological potential is 
excellent and unemployment is now below the national level. The region clearly 
reflects different historical periods, cultures and landscapes, and has the reputation of 
being a meeting-point of nations. In total, it has, perhaps, the richest supply of 
attractions to offer the tourist and, with the help of the slogan "the Hungarian 
Mediterranean", bases its appeal on a human-centred approach, on a glorious 
landscape, on tranquillity (even silence) and on health preservation. Consequently, 
health-, eco-, wine-, village- and hunting-tourism and the like have become key 
products. Two of Hungary's six golf-courses are here, and the region boasts the 
greatest number of traditional craftsmen. The region, of course, adjoins the Balaton 
region, but it is attempting, clearly and consciously, to compensate for the negative 
effect of Its background and peripheral location. Amongst the attractions, the rich 
variety of culture, and the life deriving from both this and from viticulture, have 
earned a level of recognition of true international calibre, whilst the historical sites 
and the thermal and medicinal baths represent categories of national importance. 
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These values, the strength of this region, can be developed into competitive tourism 
products, even at international level, assuming continuous improvement in high quality 
and complex services - which is a highly prioritised activity both in national (National 
Development Plan) and in regional planning (South-Transdanubian Regional 
Marketing Directorate). It is interesting, however, that the new Hungarian National 
Tourism Development Strategy (collated in 2004) still makes no mention, amongst the 
various development options, of city tourism as a potential product for the region. 
The author's personal conviction is that an overall improvement of tourism in 
the region can be brought about only with the development of centres of tourism 
industry including what we might term "tourism cities ". These could positively 
influence the development of the infrastructure and could stimulate economic 
activity, even in places located far from such centres. The wide-ranging networking 
connections among the members of such industrial centres are much more efficient 
than those of individual companies attempting to build up co-operation without 
participating in any grouping. In a typical tourist centre the visitors' experience 
depends not only on the primary attraction(s), but also on the quality and efficiency 
of the supplementary services (e.g., hotels, restaurants, shops and transportation 
facilities). As the members of the network mutually depend on each other, so the 
business performance of one fosters the other (Porter, 1998). A fine example of such 
a mutually supportive relationship is that between Graz (the City) and Styria (the 
Province). Here, since the mid-'90s, a varied tourism product range has been created 
- and sold - as a result of a new, co-ordinated tourism policy - with the help of 
which the province has managed to decrease the earlier regional imbalance in tourism 
traffic in Austria (Figures 8/a-b). 
Figure 8/a 
Tourism nights in certain Austrian provinces, 1990-2000, million 
Source-. TOURMIS, 2002. 
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Figure 8/b 
Tourism arrivals in certain Austrian provinces, 1990-2000, million 
1990 1991 1992 1993 1994 1995 1996 1997 1998 1999 2000 
• Tirol • Salzburg • Styria 
Source: TOURMIS, 2002. 
3.2.3.2. An attempt to create tourism clusters in South Transdanubia 
As a part of this new tourism policy in Styria, a complex tourism law was created in 
1992, which, besides harmonising the provincial tax system, had the great advantage 
of categorising the Styrian provincial micro-regions on the basis of their tourism 
attractions and the demand for them, with the aim of more accurately focused future 
planning (Figure 9). 
This tourism law, amended in 1998, has categorised the Styrian settlements in 
A, B, and C levels on the basis of the percentage of local tourism traffic compared to 
the provincial median rate (Table 16). This is regarded as a vital guide for spatial and 
region planners in their work. 
Table 16 
Categories of the Styrian settlements 
Tourist nights Bed Occupancy Income* 
"A" settlement category 400 400 250 
"B" settlement category 200 200 100 
"C" settlement category 50 50 75 
Source: Styrian Tourism Law of 1992. * Tourism related 
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Figure 9 
The tourism categorisation of the Styrian provincial micro-regions on the basis of the 
Styrian Tourism Law of 1992 
Source: Statistik Austria, 2000. 
In this system the individual settlements (voluntarily) report their tourism traffic, so 
producing their initial categorisation - and possible re-categorisation in line with 
changes in their tourism performance. 
On the basis of the above-mentioned categorisation system, of the total of 543 
Styrian settlements, 348 qualified as having tourism attractions, and, therefore, as 
having tourism business: 
- qualified under category "A": 60 settlements, 
- under category "B": 72 settlements, 
- under category "C": 215 settlements, 
- a separate category is represented by the provincial capital, Graz. (Handbuch 
zum Steiermarkischen Tourismusgesetz, 1992) 
The importance and practical value of such a categorisation map needs little 
justification since it is self-evident that attempts to undertake long-term tourism 
development planning without such sophisticated guidance would face numerous 
difficulties, especially in respect of the allocation of invariably limited funds. 
Consequently, and in the absence of such an important tool for South 
Transdanubia, the author undertook her own empirical research based on the database 
provided by the Central Statistical Office (CSO) of Hungary, utilising tourism-
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specific data for the period 2000-2,003 inclusive. The data employed is fully laid out 
in Appendix 5 and comprises the following variables: 
- number of tourist nights spent in public accommodation places, 
-- number of tourist nights spent in private accommodation places, 
- total number of tourists in public accommodation places, 
- total number of tourists in private accommodation places, 
- average number of tourist nights per person in public accommodation places, 
both yearly and as an average of the 4-year period, 
- average number of tourist nights spent per person in private accommodation 
places, both yearly and as an average for the 4-year period, 
- total number of bed-places In public accommodation both yearly and as an 
average over the 4-year period, 
- total number of bed-places in private accommodation both yearly and as an 
average over the 4-year period, 
- population of the micro-region in each year, 
- number of tourist nights per 1,000 inhabitants, 
- number of available bed-places per 1,000 Inhabitants - both yearly and as an 
average over the 4-year period. 
The statistical mass as listed above was then subjected to a narrowing process in 
order to produce average values for the 4-year period - tourist nights, tourist 
numbers, available bed-places and actual population at year-end. These figures in 
turn generated data of occupancy rates, bed-places (per 1,000 inhabitants) and the 
average length of stay and were then used as the basic input data for cluster analysis. 
Strict parallels in terms of the chosen factors are, in fact, impossible - due to a lack of 
data in certain areas. This contrasts with the Austrian system which is, for instance, 
able to furnish details of both direct and indirect tourist spending. 
On this occasion the tool used for this exercise was K-means cluster analysis, 
in which the researcher specifies the optimal number of clusters required to 
demonstrate his or her hypothesis. This form of cluster analysis, is, in fact, preferred 
n 
by researchers when data-sets are very large (for example, >1,000) . 
The aim of the analysis was to show groups (clusters) on the basis of tourism 
performance, and, in the analysis carried out, the number of observations performed 
was 24 - equivalent to the number of micro-regions in South Transdanubia, and, on 
the basis of the author's hypothesis, three categories of micro-region were specified. 
The reason for the choice of the micro-region as opposed to the settlement as the 
7 In K-means clustering the initial cluster centres are chosen in a first pass of the data and then 
each additional iteration groups observations based on the nearest Euclidean distance to the mean 
of the clusters. The researcher must specify in advance the desired number of clusters, K, Thus 
cluster centres change at each pass. The process continues until cluster means do not shift more 
than a given cut-off value or the iteration limit is reached. 
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basis for calculation was that the high number (684) of settlements in South 
Transdanubia (see: Table 18) makes clear mapping virtually impossible and, more 
importantly, adds nothing to the picture provided by a study of the micro-regions, 
since there are relatively few settlements which are either unusual or outstanding in 
terms of tourism performance. It is true that, in both cases, the number of categories 
selected was three, but the author chose not to attempt to separate Pécs in the South 
Transdanubian context since it is not officially designated as the regional centre or 
capital. Graz, on the other hand, is so designated and Is, in consequence treated as a 
separate (4th) category. Further, the tourism performance of Pécs, as shown by the 
CSO data, does not justify separate categorisation. 
For the first pass, three variables calculated by the author were used: 
- the occupancy rate of accommodation, which, the author believes, best shows 
the intensity of tourism, 
- the number of available bed-places per 1,000 inhabitants, which reflects the 
development level of the tourism infrastructure, 
, - the average length of stay, which indirectly indicates the volume of tourist 
expenditure. 
This last is especially important in the absence of relevant Hungarian CSO data 
relating tourist expenditure, direct and indirect, both of which could be accurately 
shown, were the TSA system as described in the previous chapter, to be introduced -
an urgent requirement, in the author's opinion. 
The actual process of several passes is illustrated in Appendix 6, whilst the 
results of the first of these are shown in Table 17: Version /.These results produced 
no surprises. As can be seen in the first map (Figure 10a), three micro-regions 
formulated one cluster (Cluster 3), those alongside Lake Balaton. These three have a 
comparatively low number of settlements, most of these concentrating upon the 
tourist industry, and, in consequence having their tourism-related infrastructure. 
These three micro-regions are clear leaders in the region in respect of the tourism 
factors examined, but they have been, and are, nevertheless, subject to changing 
trends and difficulties for various reasons in different periods. 
The second cluster (Cluster 2) is the largest, containing, as it does, 19 micro-
regions. Any observer would say that this cluster was too large and insufficiently 
differentiated. This cluster contains micro-regions (Kaposvár, Szigetvár, Mohács and 
Pécs) which incorporate a high number of settlements, but it is not easy to 
differentiate among them due to a lack of relevant and reliable recorded data - again, 
as mentioned previously. 
In response to this, and in an attempt to develop still further the comparison 
between Styria and South Transdanubia, the author produced her own hypothesis, 
using empirical data and experience. 
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In Styria there is a total of 543 settlements, of which 64% (348) qualify as 
"Tourismusgemeinde" (Tourism Settlements). In respect of South Transdanubia the 
author estimates that, of the 682 settlements in the 24 micro-regions (see: Table 18), 
391 (57%) show tourism potential and performance. This total is made up of 172 
(55%) of the 313 settlements in Baranya County, 179 (70%) of the 256 in Somogy 
County and 40 (35%) of the 113 in Tolna County. This figure of 57%, slightly lower 
than its Styrian equivalent, is, the author contends, realistic, bearing in mind the 
factors common to the two regions - both positive and negative. 
There is, clearly, a genuine and well-founded degree of comparability between 
the two regions - ample justification for our evaluation of Styria as a model well 
worth emulating. Much the same can be said regarding the comparability of the 
centres (de facto capitals) of the regions - Graz and Pécs. As we examine further the 
obvious economic interdependence of city and region, we shall revert to this in more 
detail. 
Figure 10a 
The tourism categorisation of the South Transdanubian micro-regions based on the 
results of the cluster analysis. Version 1 
Source: As postulated by the author (Factors used: aggregated numbers of annual averages of bed-
occupancy, available bed-places per 1,000 inhabitants and average length of visitors' stay). 
Designed by Valéria Fonyódi. 
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The positioning of Pécs in the largest group is due to the low number of bed-places 
per 1,000 inhabitants offered by the city. The details will be discussed later in 
Chapter 6. 
Cluster 1 comprised two micro-regions in the first pass - Siklós and 
Lengyeltóti (the latter including background settlements of Lake Balaton), both of 
which offer bed-places per 1,000 inhabitants above the average. 
On the basis of the results of the first pass, in which the most visible 
differentiation was produced by the variable of "bed-places per 1,000 inhabitants", 
the author defined the tourism activity of the micro-regions in Cluster 3 as High, 
those in Cluster 1 as Moderate and those in Cluster 2 as Low. 
At the second pass, the results, seen in Version 2 (Appendix 6, Table 1T), 
substituted another very important variable for the bed-places per 1,000 inhabitants -
that of the total number of tourist arrivals. 
Figure 10b 
The tourism categorisation of the South Transdanubian micro-regions based on the 
results of the cluster analysis. Version 2 
Source: As postulated by the author (Factors used: aggregated figures of the annual averages of tourist 
arrivals, available bed-places per 1,000 inhabitants and average length of visitors' stay). 
Designed by Valéria Fonyódi. 
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We supposed that the standard deviation of this variable would create a greater 
differentiation amongst the micro-regions in respect of tourism potential and 
performance. In fact, in terms of micro-region numbers in the three clusters, the 
results produced were the same (3, 2 and 19), only minor changes occurring within 
the groups: Balatonfoldvár dropped from the High to the Moderate category, and 
Lengyeltóti from Moderate to Low, whilst Pécs showed a substantial improvement, 
leaping directly from Low to High (Figure 10b), This variable is, of course, purely 
quantitative in nature, whereas the qualitative aspect is detectable with the variables 
applied in Version 1. From this we may conclude that, in Pécs many tourists are 
either of the short-stay variety or simply day-visitors. 
In Version 3 (Appendix 6, Table 17) the researcher defined four clusters at the 
outset - the variables as in Version 1, but the result of this pass was that the decisive 
mass of micro-regions remained large (17) and, therefore, undifferentiated. Here the 
appearance of the fourth cluster (comprising Pécs, Lengyeltóti and Dombóvár) and 
Cluster 1 (with Siklós only) did not bring the researcher any closer to more precise 
conclusions, as the members of the clusters remained the same, with the solitary 
exception of Dombóvár. 
Table 18 
Number of settlements in the micro-regions of South Transdanubia 
South Transdanubian Region 
Baranya County Somogy County Tolna County 
Number of settlements in micro-regions 
Komló 21 Balatonfoldvár 14 Bonyhád 22 
Mohács 45 Barcs 27 Dombóvár 17 
Pécs 40 Csurgó 19 Paks 15 
Pécsvárad 20 Fonyód 16 Szekszárd 27 
Sásd 28 Kaposvár 78 Tamási 32 
Sellye 36 Lengyeltóti 11 
Siklós 54 Marcali 35 
Szentlőrinc 21 Nagyatád 19 
Szigetvár 48 Siófok 11 
Tab 26 
Total: 313 256 113 
Source: Author's own compilation on HCSO T-STAR Database 
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Table 19 
Categories of the South Transdanubian Settlements 
Number of settlements 
in 
Ranking of settlements 
Version 1 Version 2 Version 3 
"A"(High) settlement 
category 
27 67 41 
"B"(Moderate) 
settlement category 
65 68 68 
"C"(Low) settlement 
category 
590 547 519 
"D" settlement 
"Centroid"category 
0 0 54 
Source: As calculated by the author. 
The above tables (Tables 18-19) are the author's attempt to collate and show - in as 
compact and comprehensible a form as possible - the results of the clustering process 
in terms of settlements - as opposed to micro-regions, which are the basis of much of 
the study. 
In summarising the whole of this empirical research, we would suggest that the 
use of the more appropriate variables of Version 1 renders these results more 
acceptable. This research was undertaken with the aim of offering micro-regional 
clustering as an effective tool for regular monitoring of the tourism performance of 
regions, as for the benefit of tourism and regional planning specialists, and related 
economic development planning work. 
3.2.4. Institutional and management systems in the two countries 
3.2.4.1. The institutional and management system of tourism in Austria 
Under the Austrian Constitution tourism is the responsibility of the individual 
provinces (the Lander), which, together with the Federal Government, create the 
framework of tourism policy. The main objectives are as follows: 
- to encourage patriotism and regional identity, 
- to make people more aware of environmental problems, 
- to ensure that tourism gives guests positive emotional feelings, 
- to take advantage of both old and new segments of the tourism market. 
In 1981 the Austrian Regional Development Conference (die Österreichische 
Raumordnungskonferenz), an institution which was founded at the beginning of the 
1970s by the Federal and Provincial Governments together with the communes (the 
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Union of Austrian Communes and the Union of Austrian Towns) published the 
Austrian Land-Use Concept (Österreichisches Raumordnungskonzept). This was 
phased in over a period of some ten years and covered the following aspects of 
tourism: 
- further improvements to the quality of accommodation, 
- development of special packages to prolong the seasons, 
- special development strategies for peripheral regions, 
- conservation of the environment and local culture and improved presentation 
of the cultural heritage, 
- restoration of environmentally damaged areas (e.g. the re-cultivation of ski-
slopes), 
- development of tourism supply without technical infrastructure, the so-called 
"gentle tourism" which is more ecologically conscious and pays more 
attention to the living-space and life-style(s) of the native population 
(Hasslacher, 1984; Commission Internationale pour la Protection des 
Régions Alpines, 1985). 
Besides this publication, there are further expert opinions on special problems and on 
tourist trends and developments which form the basis for tourism-related political 
decisions (for example, Österreichisches Raumordnungskonferenz 1985; 1987; 1991; 
1996). 
In 1991 Austria drew up an important document entitled the Spatial Planning 
Concept, which laid great emphasis on the effective management of regional and 
environmental resources and of social development within a limited spatial 
framework. This latter term means the taking into consideration of the limited 
availability of physical space to maintain the very important notion of sustainable 
development in the case of any tourism-related development. The most important 
issues of this concept, in the final form accepted in 1996, were to provide a "well-
balanced basket" of services, to fulfil high-quality requirements and to offer these 
services on the widest possible social scale, albeit with the lowest socio-economic-
institutional costs - which would clearly be of benefit to visitors arriving in the 
country and to Austrian citizens also. 
Another institution influencing tourism policy in Austria is the Austrian Tourism 
Congress (Qsterreichlscher Fremdensverkehrstag) which takes place every four years. 
This i s organised by the Ministry for Economic Affairs and by the Board of Trustees of 
Austrian Tourism (Kuratórium des Österreichischen Fremdenverkehrs), an institution 
responsible for discussing and co-ordinating decision-making in respect of Austria's 
tourism policy. At their meetings the various sub-committees discuss topics such as 
tourism and the environment; man and tourism; education, training and information; 
the tourism economy; tourist infrastructure; tourist supply; traffic and communications, 
public relations and special marketing offers; tourism and culture and future trends. 
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The latter were discussed for the first time in Austria in Baden bei Wien in 1989 and. 
will be analysed later in this chapter. 
By way of summary, we can say that it is extremely difficult to estimate the 
effectiveness of tourism policy in Austria since the influence of the Central (Federal) 
Government is very limited when compared with that of the Provinces, which operate 
within very different frameworks in order to assist the industry. Much, therefore, 
depends upon individual efforts. Nevertheless, in general terms, increased emphasis 
has been given to policy during the last decade, not least because of growing concern 
regarding the selective decline in demand. More and more promoters and 
entrepreneurs have been making efforts to take into account official tourism policies 
and plans within their own projects - at least in order to ensure that they receive 
official sanction for these. 
3.2.4.2. The institutional and management system of tourism in Hungary 
The tourism sector was previously the responsibility of the Ministry of Economy as 
one of its acknowledged specialised areas, and. Hungarian Tourism pic had been 
established as a corporate entity 100% owned by the Ministry in order to manage 
tourism within the country, but from the beginning of2005 the operation's corporate 
character was abandoned and it was removed from the competence of the Ministry, to 
be re-established as an independent Government Office named The Hungarian Office 
for Tourism. 
This, of course, involved the supervisory powers originally exercised by the 
Ministry being handed to the new Office. 
The National Tourism Committee survived and functions as an advisory body 
to the Government. As a direct consequence of this rather more positive approach to 
the industry, within Parliament it became a subcommittee of the Environmental 
Protection Committee in 1994, although later - effectively since 1998 - it has started 
to operate as an independent Tourism Committee. 
The Head of the new Hungarian Office for Tourism has declared as priorities 
the modernisation of the regional management of tourism and an increase in the 
efficiency of the operation of tourism at regional level, involving the strengthening of 
cooperation between regional development organisations and the tourism industry. A 
further priority is to ensure that the regional funds allocated for tourism are used 
within the region specified and that the responsibilities accorded to a region are 
fulfilled within the same framework, 
In terms of the regional management system, we can affirm that its 
establishment process started somewhat chaotically in the '90s; only from 1996 can 
we really speak of conscious, regional institutional development in the tourism 
industry. The regional tourism organisational system started at that time was clearly 
defined by the principles of the National Regional Development Act and, in parallel, 
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by the Intention to join the European Union as soon as possible. Immediately, 
however, a quasi-professional dispute arose regarding the regional management 
system and only two regions reacted in a positive fashion and with a "bottom-up" 
approach. In consequence, two KHTs (Non-Profit Organisations in Hungarian 
terminology) were founded - "Balaton Marketing KHT" in 1996 and "South-
Transdanubian Tourism KHT" in 1997. This initial failure generated the decision of 
the National Tourism Committee to create nine Tourism Regions covering the whole 
country - a recommendation accepted by the government in its Decree 1007/1998. 
However, at the same time as it established these Regional Tourism Committees, the 
government abolished the so-called "prioritised" holiday-resort areas and the 
Tourism Executive Committees. 
Since then the regional organisational system has been modified on several 
occasions, but, in reality, the last two or three years have shown no signs of 
stabilisation. Responsibility for tourism management at national level has also 
remained inconsistent, and substantial differences can be seen in the practices of 
individual counties over the entire country. The established TOURINFORM network 
of offices badly needs to be changed and reinforced in terms of its responsibilities 
and staff organisation (Aubert-Szabó, 1998). 
By way of summary, however, we can accept that In Hungary a state 
institutional system for the regional development of tourism has been established at 
both national and regional level. 
3.2.5. Current state of development of regionalism in Hungary 
Although, as mentioned above, Hungary has already introduced a new tourism 
regional development institutional system, it has largely remained non-functional for 
the reason that there is no clear-cut regional view in the country as a whole. Whilst 
Austria has a long-established administrative system based on the Province (Land) 
and, within this, individual communities (all with serious levels of autonomy in 
certain areas), Hungary, for historical reasons, is underdeveloped in this respect, 
although some attempts to address this are visible. Currently the country (Hungary) is 
divided, somewhat theoretically, into regions, but different purposes and various 
concepts have produced a variety of regional structures. These include planning 
statistical regions, tourism regions, an administrative regional system and 
promotional regions. 
The Hungarian Parliament in 1998 enacted a measure based on the National 
Spatial Development Concept. This laid down seven planning statistical regions 
(NUTS Il-level) for the country, as the basis for future regional development. Act 
(XXI) on Regional Development and Spatial Organisation of 1996 was amended in 
j 999 (Act of Amendment XCII) to confirm the regional division of the country, 
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defining the institutional system, the tasks of its institutions, and the operational 
framework of the above-mentioned seven planning statistical regions. 
The Hungarian ambition to join the EU made it necessary to create a specific 
territorial categorisation system which fits the European Union system in its structure 
and logic, and otherwise satisfies the requirements of the NUTS system (Nomenclature 
of Territorial Units for Statistics) created by EUROSTAT. This is a five-tier 
hierarchical classification "with three regional and two local levels - NUTS I, II, III and 
NUTS IV & V respectively. NUTS II is the actual region. This is the level used by the 
member states In respect of their regional policy, and both the social and economic 
situation and the development of each region are analysed mainly at NUTS II level. 
The system and operations of the EU's Structural Funds are linked to NUTS II. 
From the standpoint of these various NUTS levels, it was clear that Hungary -
in a similar way to Denmark and Ireland - should be considered as one single unit -
that is, at NUTS I level. There is no doubt that NUTS IV relates to the statistical 
micro-regions, and, consequently, that NUTS V refers to the individual settlements. 
There are, however, different opinions in respect of the distinction between the 
NUTS II (regional) and the NUTS III (county) levels - and in respect of the 
geographical definition of NUTS II regions. Act XXI on Regional Development and 
Spatial Organisation, enacted in 1996, and the National Regional Development 
Concept finally established a common definition. 
The seven regional planning- statistical regions are as follows: 
- West Transdanubia: Győr-Moson-Sopron County, Vas County, Zala County; 
-- Central Transdanubia: Veszprém County, Fejér County, Komárom-
Esztergom County; 
- South Transdanubia: Baranya County, Somogy County, Tolna County; 
- Central Hungary: Budapest and Pest County; 
- North Hungary: Heves County, Nógrád County, Borsod-Abaúj-Zemplén 
County; 
- Northern Great Plain: Jász-Nagykun-Szolnok County, Hajdú-Bihar County, 
Szabolcs-Szatmár-Bereg County; 
- Southern Great Plain.: Bács-Kiskun County, Békés County, Csongrád County. 
- This categorisation relies on two important concepts: 
- firstly, the borders of the regions coincide with county borders, these 
representing NUTS III territorial units; 
- secondly, the number of residents of each region is roughly the same, with the 
exception of Central Hungary. 
The spatial, regional or networking developments of tourism depend heavily on the 
location of the attractions, on transport conditions and the configuration of the 
terrain, and on the infrastructure and tourist capacity. In many cases, such 
considerations pay no attention to administrative and regional statistical borders. 
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Often the places most frequently visited by tourists are located either outside, or on 
the periphery of the administrative regions. The regional structure of the country is 
characterised by strong differences in terms of infrastructure, geographical location, 
educational level and sensitivity to development - all of which influence the 
development of tourism. We can also recognise serious differences between the 
western and eastern parts of the country in such areas as employment and economic 
activity: a 2.2-fold difference in GDP per capita between the most and least 
prosperous regions exemplifies this. 
To make the government's regional policy directive operations more effective, 
it was felt necessary to introduce one regional institutional system to cover the entire 
country. However, over and above the seven statistical planning regions already 
mentioned, the state saw fit to establish tourism regions. There was the intention that 
there should be co-operation between these tourist regions and the regional 
development institutional system, but so far this has been only partially realised. 
Nine tourism regions cover the country. Within this framework seven of these 
have borders which coincide with existing county administration borders. There are 
also' two so-called "theme" regions, which cover the settlements surrounding 
Hungary's two principal lakes - Balaton and Tisza. 
The character of regions is an issue which is being addressed, but it is a serious 
problem that there are as yet no regional product development priorities. The regions 
have failed to develop coherent strategies and appear to want to develop everything. The 
parallel existence of planning statistical regions and tourism regions currently generates 
many problems in planning and in the execution of policy, and, in respect of 
organisational and strategic issues, the two separate institutional systems will inevitably 
create anomalies. Bodies benefiting from EU support were exclusively planning 
statistical regions, something which produced difficulties in putting together the National 
Development Plan and in decision-making on measures relating to tourism. 
Currently we have a situation where planning statistical regions and tourism 
regions use completely different data for economic analyses or for preparing 
applications for EU funding in which tourism is involved and in which the region 
represents itself as an exclusively tourism region. It is also clear that the creation of 
the Lake Balaton and Tisza Lake tourism regions was, inevitably, disadvantageous to 
the operation of the planning statistical regions from which they were carved, since 
they produced considerable organisational overlap. In addition, the significant 
Budapest-Central Danube tourism region and the Central Hungarian statistical 
planning region simply do not coincide. We now need to recognise the overwhelming 
significance of the EU in this context and the priority demands of this relationship. 
We should, therefore, work exclusively through the seven planning statistical regions 
and accept that the tourism regions are an unnecessary and inefficient distraction. 
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In addition to the planning statistical and tourism regions described, there are 
also long-established "prioritised holiday regions"8'. These are still in existence, but 
recently they have been effectively side-lined as planning units, and tourism-related 
decisions no longer use statistical data relating exclusively to them. In respect of 
development planning, the distribution of funds and marketing, the regional approach 
is paramount. 
There is potential access to tourism development resources at several levels. 
For example, an individual settlement can raise funds if the local authority levies a 
tourist tax on visitors staying overnight. Settlements co-operating within the same 
micro-region can decide on, create and develop a tourism investment project from 
these locally raised taxes if they consider it beneficial. There exists also an 
opportunity for local and micro-regional development to use county resources. These 
are distributed either through special channels of the county assembly or through the 
regional development council. The state budget law lays down that, of each year's 
allocation for tourism development purposes, thirty-six percent (36%) should be 
assessed by a decentralised process to be allocated to the country's seven most 
disadvantaged counties. At regional level, there are opportunities to obtain funds 
from central resources by direct application. 
However, the clarity of the process has become somewhat weaker, since within 
the planning statistical regions the existing statistical micro-regions do not always 
coincide with tourism micro-regions. In general, the forms of project support 
provided by the EU mainly target those regions undergoing structural transformation 
or which are underdeveloped economically, and the beneficiary regions are selected 
on the basis of their average performance compared to the Community's average, so 
opening up opportunities for Hungarian regions in general. 
Access to EU resources, which is mainly in the form of Structural or Regional 
Development Funds, is possible, given careful examination of the basic concepts of 
spatial development. The methods and tools of regional spatial development clearly 
provide an appropriate framework for the specific interests of tourism to be asserted. 
The managerial, institutional and organisational tasks - with which tourism can fulfil 
its function as an industry whilst remaining an integrating force - can be matched to 
the algorithm of development. The following section, in which we try to show the 
most important requirements of regional/spatial development and the tools and 
institutional system of tourism planning and development by means of three tables, 
reinforces this statement. 
8 The 1998 Act reconfirmed the priority of some of tourism areas - specifically Lake Balaton, Lake 
Velencei, Lake Tisza, Mátra-Bükk, Dunakanyar, Mecsek-Villány and Sopron-Kőszeghegyalja. 
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3.2,6. The relationship between regional development planning and tourism 
Regional development and tourism planning can be said to have certain basic features 
in common, in that, in both cases, there needs to be a conceptual stage which must be 
then realised through solid, detailed planning. The region needs to lay down its long-
term objectives and priorities in order that programmes can be elaborated. Assuming 
that tourism has a part to play in the region's plans, then, likewise, the initial, broad 
concepts for tourism development are required, a process aided and supported by the 
existence of the National Tourism Development Strategy. 
For concepts to be transformed into programmes, the respective policy- and 
decision-makers need to adjust their thinking from the long- to the medium-term, and 
it maybe that at this stage tourism has serious and urgent need for professional input. 
In most cases, of course, the specific area (or areas) of tourism to be considered for 
development will be self-selecting. What has nature provided for a region? How has 
history left its mark? What is there which can be exploited by effective marketing? 
In all respects an effective strategic approach to the issues involved is called 
for, and, if the author may be allowed to sketch a scenario covering this, it might be 
appropriate to suggest that effective regional development depends upon the 
construction of a particular framework comprising: policy, tools, regulation and 
management - a concept based by the author on an amalgam of the writings of 
Rechnitzer, J. (1998), Lengyel, M. (2000) and Aubert, A. (2001). This structure could 
then, perhaps, be extended to embrace the interests of tourism. The directional flow 
of overall regional policy into the tourism sector would involve conceiving and 
elaborating the future image of tourism in the region, and, in this, such activities as 
evaluating, analysing and prioritising would be paramount. The tools referred to 
would be used expressly for planning purposes and for the elaboration, by these 
means, of the basic projects essential to the realisation of the regional development 
concepts for tourism. The regulation element would relate to the hugely important 
involvement of local participants into all phases of planning and preparation, ranging 
from ensuring local acceptance of the strategy to establishing a serious organisational 
structure - and even to professional training for implementation and operation. The 
final item mentioned - management - would focus on institutional and human 
resources at both regional and local level and on the continuing operation of projects., 
This needs continuous control, feedback and the ability to react and adapt to 
circumstances as they develop and change. 
These thoughts are, of course, very general in nature and, being conscious that 
the issues involved are many and complex, meriting a much more precise 
presentation, the author hopes that the following more detailed and specific 
tabulation of these necessary development processes will be helpful in both clarifying 
and summarising the requirements, 
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The various spatial categories are intended to reflect, as far as possible, the current 
administrative situation in Hungary, and the desirable types of strategic approach 
relevant to each leads to the more factual issue of stakeholders, whose early 
involvement is crucial. This leads to a detailing of the institutional and management 
structures needed for effective operation and thence to the, equally necessary, tools 
and regulation: Finally, following this elaboration process, further support and input 
from the spatial planning sector are required if the development plans are to be 
successfully realised. Clearly, the whole process is a complex one, demanding high 
quality cooperation from all of the parties concerned. 
The more conscious planning of tourism involving harmonisation with 
regional/ spatial development was commenced in the second half of the '90s. At the 
same time, an institutional system of tourism was established. However, the most 
important task to be faced in the short term is to ensure that all activity is well co-
ordinated and that it will positively assist the ability of the tourism industry to further 
stakeholders' interests, whilst, at same time, satisfying and fulfilling its 
regional/spatial development function (see: Table 20). 
3 3 . F u t u r e Trends in Tour ism in each Coun t ry 
3.3.1. Strengths and weaknesses of the tourism industry in the two countries 
analysed 
We should be able to forecast possible common development trends in Austrian and 
Hungarian tourism if we attempt to define the strengths and weaknesses of the 
tourism industry in both countries. 
Strengths in both countries: 
- central location in Europe (close to markets), 
- variety of natural features, as yet unspoilt countryside and healthy climate, 
- wealth of cultural and educational activities, 
- general understanding of tourism and of the consequences of rising standards 
of living. 
Strengths in Austria - aims still to be fulfilled in Hungary: 
organically evolved structures with long experience and tradition of tourism, 
- a reasonable scale of distribution of establishments, 
a varied supply, high standards, family-ran businesses and total lack of 
"tourist ghettos" signifying the abandonment of the idea of establishing mass-
tourism resorts. 
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Weaknesses in Hungary - problems solved in Austria in the '90s: 
- a shortage of free space for tourism purposes; too many regulations and 
constraints on their use, 
- too many laws hostile to a "healthy operation" of the tourism industry such as 
taxation, labour regulations, social legislation, shop opening hours etc. - all 
Impeding the international competitiveness of the industry and excessively 
burdening the relationship of price to service, 
- an out-of-date, old-fashioned supply side of tourism, which is too 
conservative, too imitative and lacking in innovation, 
- a tourism market which is not sufficiently specialised (segmented) at the 
required level in respect of current demands, where tourism products are not 
marketed at the highest level of professionalism, which offers too many 
substandard rooms and where many establishments lack adequate self-
financing capacity, 
- inadequate services for guests and a lack of target group orientation, little 
influence from regional and supra-regional marketing on the presentation of 
the product (packages, price, quality etc), 
- an uncaring attitude to nature and the environment, with buildings too widely 
scattered and lacking any serious spatial development planning, with 
excessive development and nearly unbearable traffic and, in certain regions, 
continuously increasing transit traffic. 
Arguments for continuing qualitative growth in both countries: 
- the potential deriving from increased leisure time and of the growing number 
of people participating in tourism (e.g., more active elderly persons), 
growth possibilities outside the main season, due to an increase in the taking 
of short holidays and the opening up of new regions, 
- improvements in marketing (intemationalisation , and a policy of filling 
market gaps), 
support of target-group oriented activities (health, culture, education), 
- restructuring to improve quality, rationalisation of antiquated structures and 
appeal to the intellect, 
- environmental consciousness will generate advantages (but also 
disadvantages) from the point of view of competition, 
- growth will increase and make tourist products more sophisticated and richer 
in substance, 
- more "flexible" guests will necessitate an extension of the season if they are 
to be properly catered for (Bakucz, 2003a). 
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3.3.2. The visitor to Austria and Hungary in the 21st century 
The new trends in international tourism indicate some of the more important 
characteristics of typical tourist needs at the turn of the 21st century. 
He or she 
1) compares, is critical, has a marked sense of quality, is cultured and is very 
much aware of price and service; 
2) possesses environmental awareness and buys a lifestyle rather than a product; 
3) is health-conscious in all aspects of life, is a more conscious consumer, 
prefers, for example, lighter food and natural and dietary products and is 
more culture- and environment- and less alcohol-oriented. 
We can, therefore, say by way of summary that there is a polarisation of market 
segments: on the one hand there are more critical and higher class guests with 
initiative, whilst, on the other hand, there continue to be passive, average-type guests 
who need to be entertained (Bakucz, 2003a). 
The tourists in the 21st century, as well as international competitive structures, 
require a new identity both for Austria and Hungary. Its focal points, reflecting 
ecological and environmental consciousness, will definitely be the basis of future 
tourism in both countries: 
1) Art and Culture: As a land of culture in the centre of Europe, Austria has a 
high status in cultural and educational tourism. This offers good opportunities 
to the country - as did the "Graz - Kulturstadt 2003" project - and also to 
Hungary, which also has cities with appropriate capacities. This segment of 
tourism supply, for its characteristic features, prioritises the development 
prospects of city tourism, especially as we can detect a general tendency 
towards saturation in lower quality tourism services, and an increasing 
demand for non-material goods. 
2) Nostalgia and Tradition: Greater orientation to foreign markets, as well as to 
mega-events (such as, for example, "The World Exhibition Vienna-Budapest 
1995" or the future organisation of important international sports events or 
conferences) could turn the disadvantages of traditional tourism structures 
Into advantages in both countries. However, new and up-to-date tourism 
product offers will have to be linked with tradition to provide this "nostalgia-
package". 
3) Health: As a result of rising environmental awareness and body 
consciousness on a worldwide scale, there is today not merely a growing 
demand for prophylactic measures and other health activities from the older 
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generation, but aiso much increased interest on the part of the younger 
generation in what health and wellness tourism has to offer. This trend 
provides several advantageous possibilities for tourism product development 
in both countries. 
4) Sports: Sporting activities have become more important as a part of this new 
health consciousness. Given the potential of the "young seniors" market, 
growth is likely In "soft and gentle" activities (cross-country skiing, hiking, 
cycling, horse-riding etc.), with an emphasis on the enjoyment of nature. 
5) Adventure and attractions: Starting from the' 90s the demand for adventurous 
and relatively dangerous sports (mountain-climbing, para-gliding, rafting etc.) 
has increased, and this special market segment promises further dynamic 
development. "Adventure tourism" is mainly targeted at the 20-40 year old 
generation and conditions for its practice - though to different extents - are 
available in both countries. In the future, the specialists involved in tourism 
planning should consider investments which could create attractions with a 
high-quality base and professional know-how (e.g., recreation centre 
packages with specialised interests). These could help to protect nature by 
controlling the streams of visitors (Bakucz, 2003a). 
In both countries a reorientation towards a new tourism identity will require large-
scale specialisation in the area of tourism supply, as well as adaptation to the holiday 
styles of segmented target-groups. It is a natural requirement that the packages must 
provide holidays which are as varied as possible, are innovative and sociable and 
which, above all, demonstrate a specific lifestyle. 
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Part 2 
The Opportunities and Impacts of 
City Tourism Development 
as a Component of Regional Policy 
Foreword 
In this second part the author would hope to focus the thesis on the key issue of 
determining the most appropriate route for the development of a Central European 
city (together with its surrounding region) as a thriving tourist destination at the 
onset of the 21st century. The significance of this for the region as a whole was 
highlighted earlier, and so this second part will attempt to substantiate the specific 
importance of city tourism as a quite unique development opportunity, given the 
economic environment of Europe today. 
'It commences, therefore, with an examination of the current quality of 
competition among European cities and an evaluation of the potential -
specifically for a Central European city - to participate successfully in this 
competition. This is followed by the author's thoughts on a practical approach to 
both the creation of relevant urban policy and to much-needed attention to 
organisational capacities. Both are needed to provide a serious opportunity for 
cities to be competitive. There follows an overview of the theoretical development 
of place-marketing (specifically in relation to tourism) as a precursor to an 
analysis of the development and current state of city tourism - supporting the 
author's belief in its enormous potential value. This, in turn, is followed by a case 
study involving the cities of Graz and Pécs, and, finally, by an analysis of the 
possibility of Pécs participating in the Cultural Capital of Europe project, thereby 
triggering a much-needed boost to the economy and development of the city and 
of the region. 
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Chapter 4 
Strategic Approaches to the Urban Problems of Europe 
Introduction 
Metamorphosis is probably not too strong a term to use to describe the change in 
the urban scene in Europe in recent years. The transformation can be seen very 
clearly in the economy and in demography, whilst politics and the global economy 
are developing a new environment for towns and cities over the continent. These 
changes have, amongst other things, introduced much stronger competition at both 
regional and national level - and even internationally. Increasingly, as observed 
by Bramezza (1996), cities and towns (now) behave in a logic of competition in a 
highly dynamic and complex environment. In such an environment, local 
government needs to be more market-oriented and, if we may use the term, more 
SWOT-conscious - that is to say, to be aware of both opportunities and threats, 
whilst bearing in mind the city's strengths and weaknesses. Cities and towns are 
now more alive to the fact that they need to be more commercially-minded and 
that they need to formulate policies reflecting this: they need to look ahead, to be 
aware of world-wide developments and to be able to react rapidly and effectively 
- if, that is, ever-increasing urban and regional competition is to be met 
successfully. 
4.1. Crucial challenges^ economic and social considerations 
4.1.1. The re-evaluation of the city 
This total transformation of the urban scene has also applied to the assessment of 
the significance of the city within Europe, and cities and towns now rank high on 
the European Union's agenda. There are a number of reasons for this. 
Historically, there was little, if any, sign of a wider, international view of the 
urban structure of a country. Cities existed everywhere, but were thought of as 
being minor players in an essentially national context. Their position in their home 
country was of little interest to outsiders and their significance as entities was 
determined by their historical development and by their current relations with 
their national government. This significance was largely based on economic 
considerations. Nowadays, however, they are assessed on a much wider 
international scale - and especially within the European Union. 
However, in parallel to the rapid (and highly visible) growth in economic 
competition among European cities, we can also see a similarly rapid growth in 
networking among them. Often this is established in a formal way - by means of 
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the EIJ's sponsorship of "city-twinning", a process aimed not specifically at 
promoting commercial interests but at intensifying relationships and thereby 
furthering mutual understanding and, perhaps most significantly, learning from 
each other. 
The value of cities to Europe's overall economic competitiveness has also 
been recognised, and their role as dynamic, wealth-creating centres benefiting a 
wider area is acknowledged. In earlier years, cities were often seen as a source of, 
and home to, social problems and their associated costs. Now, however, they are 
valued as an asset to be exploited - in the positive sense of the term - for the 
wider benefit of society. 
At the same time, it must also be admitted that many of the results of this 
economic change have not been as positive as might have been wished. The, often 
unarguable, pressure for basic economic growth has not always led to social 
equity; it has often generated wider social divisions - especially in what has come, 
in many cases, to be known as the "inner-city" context, a clearly negative term. 
What this has produced in cities is a very heterogeneous mixture. Alongside 
wealth we can see poverty, alongside dynamism stagnation, alongside progress 
deterioration. It is certainly the case that a number of cities display many of the 
more positive factors required, and in these we can see a strong resource base 
comprising economic and intellectual capacities. These generate prosperity for the 
community and support further improvement to the infrastructure - a continuing, 
self-regenerating process, given favourable economic conditions in the wider 
world. Cities of this quality are dynamic centres of the highest calibre - not 
merely for themselves alone, but also for their specific regional hinterlands, as 
also for the national economy and for that of the EU. Some, indeed, are significant 
in their individual ways or fields on a global scale. However, not all are 
experiencing a continuing forward impetus; many are surrounded by totally 
different circumstances. An obsolete industrial or other economic base, neglected 
or allowed to deteriorate, with little or no attempt to renovate or replace, means 
declining economic competitiveness, physical deterioration and a growing social 
divide. Cities of this contrasting quality are, of course, a burden for the planned 
progress of the nation and of the European Union in both economic and social 
terms. The picture, of course, is rarely a black-and-white one, and such a scenario 
can be seen not only in the older, run-down towns and cities as described above, 
but also in relatively rich and expanding cities. The widening gaps In income and 
social structure seen between rich and poor in many societies are frequently due to 
an (at least partly) unsatisfied desire for economic competitiveness and to 
consequent fragmented or segmental growth. CEECs show many examples of this. 
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4.1.2. Urban diversity in Europe 
Within Europe we can see a very heterogeneous picture of towns and cities. In this 
there Is an interesting contrast with that of the USA. Whilst Europe's long and 
complex history has produced huge variety in its urban landscape, the USA's 
development in the 20th century offers many examples of a "typical" modern 
American city, especially in the historically late-developing mid- and south-
western states. There is no European parallel. The long, rich and varied history of 
the continent has determined that the problems and challenges are not the same in 
every city. There are significant variations in their economic structure, in their 
social and ethnic composition, size and geographical location. The situation and 
problems of what we might term Europe's "global cities" (for example, London) 
have little in common with those of more narrowly focused, middle-sized cities. 
Many of the older industrial centres referred to previously thrived many years ago 
on the back of industries now exhausted (for example, mining) or hopelessly 
uncompetitive (for example, steel and textiles). Too often these communities have 
an under-skilled or inflexible workforce and substantial immigrant communities. 
The latter may well have contributed to the decline of these outdated industries by 
accepting (at least In earlier years) relatively poor wages and conditions in their 
attempt to establish an economic foothold in Europe. This has simply postponed 
the day when the trae nature of the competition from fast-growing cities with 
economies based on modern, lilgh-tech industries and services has had to be met. 
Likewise, peripheral cities face problems very different from those at the 
centre of the continent, and we must also recognise that there are basic cultural 
differences with their own effect on economic and employment matters, for 
example. Nor should we ignore the fact that such factors as central government 
policy have a significant impact upon cities. 
Notwithstanding all of the above, towns and cities do have much in common 
and face similar problems. These are caused by a number of imposed structural 
changes which Parkinson, M. (2000) suggests are: 
- Economic globalisation - with effective power being removed from central 
(and even more from local) government control; 
- Economic and technological change - intensifying the problem of 
inconsistency of quality within the labour force; 
- Competition, not only among companies, but among cities and regions -
producing winners and losers, and so increasing the social and economic 
divide even within a community; 
The reorganisation (the retrenchment) of the welfare state, with its 
unfavourable consequences for weaker communities and members of 
society. 
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Such pressures are huge, and cities need to be able to react and implement new 
strategies and new models of decision-making, if they are to have any hope of 
seriously increasing their economic competitiveness. At the same time, however, 
they have still more to do in confronting the problem of social exclusion. 
Essentially, all cities need to act or react in this way, irrespective of their size, 
position in the development cycle or geographical location. Precisely the same 
applies to governments at all levels, and government and society as a whole face a 
future in which cities will have to fight such problems handicapped by ever-
increasing financial pressures. All of this will come about in a political, economic 
and social environment which becomes more complex as time passes. To be able 
to solve such problems, city administrations will, quite simply, need to become 
much more sophisticated, innovative and creative. If there is to be a serious 
prospect of progress in this, then it would seem that a highly promising and 
profitable route to follow would be to enter into strategic partnerships. 
4.1.3. Strategic urban partnerships 
During the last two decades urban problems have come, in many developed 
countries, to be understood in a similar way, and the solutions - or, perhaps more 
accurately, the policies to be adopted - have also tended to converge. A common 
element seems to be an awareness of the need to reduce centralisation and 
bureaucracy in general and to improve the performance of government at both 
national and local level. 
In many cases, new institutional arrangements have already been created 
which do include such partnerships. These, however, are entities which generate 
their own difficulties and challenges. According to Parkinson, M. (2000): 
Working in such a way requires horizontal integration among: 
- The public, private and community sectors; 
- Different policy sectors such as housing, education, taxation and benefit 
systems and the complex area of economic development; 
- Different public sector units - most especially in central government 
administration 
Partnership also requires vertical integration among: 
The many agencies and institutions which affect the performance of cities 
- at European, national, regional and local levels. 
A marriage between the private and public sectors has rarely proved easy to 
arrange or to maintain. This uncertain compatibility factor derives from the fact 
that, there is little or no tradition of formal and direct private involvement in local 
decision-making, and any incentive to participate has also been notable by its 
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absence. The private sector will inevitably ask itself the basic question, "What is 
in it for us?" The issue of committing valuable (and perhaps limited) "own 
resources" by the private sector to a partnership with the public sector, which is 
widely held to be inexperienced and grossly inefficient, is an awkward one for 
many. For such partnerships to work, the private sector must accept from the 
outset that there is considerable advantage (the shorter the term, the better) in the 
projects in question - advantage which it would be difficult or impossible to 
realise otherwise - that is, without the partnership. Alternatively, the same private 
sector must be educated to believe that the product of partnership - even in such 
unquantifiable terms as an increase in overall competitiveness - will make their 
city more attractive to the private sector in general in the medlum-to-long term, 
even if the benefits are (clearly) not immediate, whilst the costs of the investment 
required (equally clearly) are. In a number of countries other problems would 
touch upon the involvement of the local community, since progressive 
centralisation has virtually removed any worthwhile decision-making from this 
level. Invariably, however, for there to be any effective results from such 
partnership working, clear goals - based upon a similarly clear understanding of 
the difficulties - need to be fully understood and agreed in advance by all of the 
parties concerned. 
The latter requirement mentioned - vertical integration - is different again, 
in the sense that it needs some profound re-adjustment to the power balance 
among levels of government - national, regional and local. We should not 
underestimate the difficulties, psychological or practical, for those many national 
governments which are heavily centralised or which have little experience of 
regional level government. In many - perhaps in most - countries, it has 
consistently proved difficult, if not impossible, to convince national politicians 
(and civil servants) to relinquish any of their power and to pass decision-making 
and spending-power downwards to the regional or community level - or upwards 
to, for example, the European Union. Unfortunately, this problem is certain to 
persist for many years. 
4.1.4. The affinity of the city and its hinterland 
The issue of strategic urban partnerships is inextricably linked with that of the 
relationship between the city and its regional hinterland. Cities and regions are 
mutually dependent; they complement each other and should be regarded in many 
ways as a single, inseparable entity. This might seem self-evident, but too often 
they seem almost incompatible and simply do not function well together. To 
revert to our earlier metaphor, the marriage seems an unhappy one. In this we can 
detect both a lack of experience in cohabitation - in such collaboration - and also 
the survival of old, ego-centric attitudes based upon the mutual mistrust of town 
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and country. This remains so in spite of the fact that many issues, both positive 
and negative, affect both parties simultaneously, with no regard whatsoever for 
the essentially artificial boundaries which are drawn between them. 
Parkinson (2000) describes some of the common problems: 
- Fiscal exploitation, in which the region uses, but does not pay for, services 
provided by the city. 
- The segregation of some communities on whatever constitutes the wrong 
side of the boundary, and a concomitant unwillingness to collaborate in 
sharing services with - and the financial responsibility for - those 
communities. 
- Flexible local tax regulations allowing, if not encouraging, individual local 
authorities to compete against each other. 
Irrational administrative boundaries which make no sense in terms of 
either economic or social planning. 
Until now, there has been very little understanding of the possibilities and 
potential of collaboration between cities and regions; nor has there been any sense 
that it might be desirable. The city-region relationship in advanced economies 
differs significantly from earlier economic models where the main wealth-
generating operations were located on the peripheries of cities or even in distinctly 
rural areas, whose attractions often included lower local taxes. Latterly, of course, 
knowledge functions have tended to develop almost exclusively in or near city-
centres, but the relationship between cities and their regions continues to be 
mutually reinforcing. The two entities have different, but necessary, inputs to offer 
and both obtain measurable advantages. According to the UK Government 
Working Group Report "Cities, Regions and Competitiveness" (2003), this 
emerging city-region relationship contains the following key features: 
Cities boost regions by providing 
- A critical mass of public and private knowledge institutions, 
A vibrant environment for knowledge creation and transfer, 
Strategic business and financial services, 
The 'connectivity' which attracts higher-value business functions, 
- Highly paid jobs, many of which attract regional commuters, 
A concentration of culture, leisure and sport, 
Transport hubs, 
- National and international profiles. 
Cities rely on regions for 
- Space for major economic and infrastructure projects, 
A wider range of urban and rural housing options, 
Distinctive urban centres with niche retail experiences, 
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A wider range of business sites and premises, 
A wider workforce and skills base, 
Opportunities for countryside leisure, 
'Closest customer5 feedback on reputation and performance. 
In future, a strategic approach to policy-making will require major improvements 
by urban decision-makers to their working relationships with their regional 
partners. 
4.2. The basis of u r b a n competitiveness 
In spite of these various difficulties, the picture of the European urban scene is one 
of richness - the possession of a wealth of economic, social and cultural assets, all 
of which indicate great potential. Moreover, some have already made solid progress 
in the right direction. Many of the factors which stimulate business interest from 
outside and draw visitors - for example, the quality of the available workforce, the 
facilities for education and relevant training, the physical and cultural background 
and the local transport infrastructure - are all influenced by the towns and cities, 
even if they are not wholly controlled by them. To this list we can today add factors 
such as the attitude and policies of the local authority as tools for encouraging 
investment - that is, planning and local taxation. It is, of course, the case that 
changes in policies can have a rapid and direct effect, but, more and more 
frequently, we can detect stability of policy and a growing recognition of the 
benefits of collaboration with other entities in the form of partnerships. Successful 
responses to the new challenges are to be seen frequently and widely. 
By way of illustration, many city centres have been extensively and 
impressively regenerated by means of selective or large-scale reconstruction, 
producing attractive and highly marketable cultural, commercial and residential 
facilities - successful from every point of view.. This is a remarkable feature of a 
number of war-damaged cities, but it is by no means restricted to these. Many are 
now home to bodies such as universities and research institutions, encouraging 
high levels of innovation. Many have substantial cultural resources - which are 
increasingly the source of economic growth and job creation. Many cities also 
have great potential for cohesion and integration, in the sense that progress feeds 
on itself, with the result that civic identity is further strengthened and the 
community involves itself ever more intensively. Some also thrive on such factors 
as ethnic and cultural diversity, in spite of the problems generated by the (almost 
invariably associated) modern disease of social exclusion, and, on this basis, 
organise cultural events highly attractive to both visitors and residents. (Perhaps 
London's annual Notting Hill Carnival is the classical example of this). In many 
cities today there are prosperous neighbourhoods (urban villages) which have 
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become home to the new élite, to some extent reversing earlier trends which saw 
the migration of this category of resident away from the city. (London, again, is an 
excellent example). There have been many successful efforts to make city life 
more acceptable by means of innovative environmental and transportation 
schemes such as London's imposition of a levy on cars entering the central area 
during the daytime, combined with restraint in respect of the costs of an integrated 
public transport service. It should also be borne in mind that, notwithstanding the 
increase in competition among cities, there has also been an increase in 
collaboration or in networking among them in their efforts to exchange 
experience, ideas and information. 
The principal issue at this point must be to establish the specific factors 
determining the level of success achieved by a city in responding to economic and 
social change. The evidence across Europe (according to Parkinson et al, January 
2004) is that six factors are crucial. The successful, competitive city will have 
more, rather than fewer, of the following characteristics: 
- a good range of economic activities in both the manufacturing and service 
sectors - especially in terms of high value added, 
- a good supply of educated and skilled labour for today's knowledge-based 
industries, 
- effective links between suppliers and consumers of that labour - in 
education establishments, government and the private sector; 
- a high quality environment - physical, social and cultural - to attract the 
workforce needed to operate modem industries; 
- good communications, both in terms of physical infrastructure and of 
open, supportive collaboration from the local authorities 
a willingness on the part of all concerned to communicate, to exchange 
information and to cooperate with partners. 
Finally, successful cities have 
- the foresight and ability to mobilise the social, cultural and political 
resources from the public, private and community sectors - to create and 
implement a long-term, economic development strategy for the city. 
This last feature is regarded as the critical one. The overall governance of a city -
that is to say, the ways in which a city organises itself strategically to face 
challenges - is vital. If this is lacking, then the city has little prospect of ever 
reaching its goal of competitiveness and of establishing a solid and durable base 
for its future. It may well be that individual states regret the steady erosion of 
national economic borders in the present world of developing globalisation, but 
this is an irreversible process and one which must be accepted and lived with. The 
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world economy 1s now totally committed to a course of technological progress, 
and what we may term "city regions" have a serious role to play in this. The 
competition is truly global, and, for a city to thrive in this atmosphere, it must 
implement standards of governance which are equal to the challenge. 
However, it should not be thought that the many available good examples of 
progress in this area within Europe mean that the picture is both uniform and 
positive. Many cities are still run by an outdated, inflexible bureaucracy, 
theoretically directed by a non-progressive, inward-looking political clique (even 
though this may have been democratically elected - albeit by a small number of 
electors who take the trouble to exercise their vote). Clearly, this must change if 
any solid progress is to be achieved. 
4.2.1. Setting the scene for city competition 
By the 1980s it had already become clear that the emergence of the information 
sector would have an impact on the functioning of cities and regions, and different 
analyses of the implications of the new era, both general and in respect of cities, 
were prepared. The information era symbolises a whole set of changes which we 
consider as the start of a transition to a new stage of urban development. Hall 
(1995) points to a set of major economic, political and social factors 
(globalisation, the transport Infrastructure, European integration, Information 
Technology, the opening up of Eastern Europe etc.) affecting the urban system. 
This transit process is unfolding at a great speed and changing the environment of 
cities very rapidly. 
One of the driving forces behind the information age is the rapid continuous 
development of information and telecommunications technology (ICT), the 
combination of which is changing society fundamentally. The increasingly wide 
acceptance of mobile telecommunications, the Internet and other new media will 
have its own profound effect on the economy. There are implications from this for 
the use of space: the spatial behaviour of people, companies and other 
organisations. Information has become a very important asset in other economic 
value chains, such as transport, banking, marketing and sales, and in tourism. 
These activities need be accessible for, and have access to, information at both 
ends of their production process. 
However, information exchange is not exclusively channelled through ICT 
means. Personal face-to-face information exchange has also gained in importance. 
Urban areas offer an attractive environment for such activities and comprise large 
concentrations of people and businesses. New developments often emerge in the 
urban environment, and, today, inner cities in particular offer a climate where the 
trendsetters or the new élite prefer to be. Furthermore, cities historically have been 
places where information/knowledge and educational institutions such as 
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universities and research institutes have been established, giving these larger cities 
a further advantage over those on the periphery. 
Under circumstances such as these, many concepts previously taken for 
granted have to be re-examined. It is still the case that towns and cities in the 
centre have some basic advantages over those less well located in peripheral areas. 
However, other considerations now play their part and there may be certain 
factors which help to redress the balance to some extent, at least. Comparisons of 
locations are generally based on a complex set of criteria and rely on judgements 
of relative merits. Furthermore, the passage of time has done much to improve 
standards in various areas such as roads, private transport, communications and 
the availability of good schools - and so the decisions relating to location or re-
location - so obvious yesterday - are no longer so. Factors such as the quality of 
the working and living environment can mean more than they used to for many 
people. Towns and cities previously regarded as too removed from the centre now 
have the chance to market themselves more effectively by making the most of 
their location, which might be more attractive than more intensively developed 
centres in some cases, although reasonable accessibility is still preferable. The 
target of our study in Austria - Graz - bears certain elements of this, albeit with 
the advantage of fine transport links to the rest of the country. The Hungarian 
picture may seem rather similar, even if to a lesser degree, with some towns, 
included in our survey elaborated in Chapter 6, now increasingly more able to 
compete with Budapest, previously unchallengeable in this respect. This, 
however, and as we shall see, does not apply to the focus of our study, Pécs. 
The seemingly unlimited possibilities of the ITC and information-centred 
economy have created new industries and new patterns of industrial organisation 
with a strong emphasis on the phenomenon of networking. International 
competition from old and new quarters in effect demands that companies innovate 
- by upgrading existing products and services, by developing new products or by 
establishing new markets. Paradoxically, however, such worldwide, competitive 
pressure on companies often leads to more intensive co-operation amongst 
companies and organisations. Companies need to be flexible in order to respond in 
time to rapidly changing market conditions, but, at the same time, they need to 
have access to a variety of resources, such as knowledge, technology, capital and 
distribution channels. These demands lead, in some cases at least, to 
specialisation, in which independent companies decide to confine themselves to 
products or activities in which they excel and then form alliances of various sorts 
with other companies whose resources they need to stay competitive. These 
partners may be both competitors and, at the same time, 'complementary', (cf. 
networking as mentioned in Chapter 3). A further extension of this is the 
rationalisation of corporate activities by means of "outsourcing" production or 
functions to third parties to a variety of degrees - generating a high level of 
mutual dependence. 
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New information technology (e-mail, the Internet etc) may be seen as a 
replacement for physical transportation, at least to some degree, and the EU's 
investment in Trans-European Networks (TENs) makes economic activities, 
people and resources much more mobile. Distances, as expressed in such terms as 
travelling time have shrunk, improving general accessibility for the movement of 
people and goods, and this single factor helps many regions to reduce significantly 
the earlier competitive gap. At the same time it both aids and demonstrates the 
interdependency of the cities and regions. 
4.2.2. The concept of urban place-marketing 
Changes of this magnitude are deep and certainly must have been difficult for 
many governmental and administrative bodies with a very traditional background 
to comprehend. The term "comprehension", however, implies rather more than the 
simple recognition of a newly arrived phenomenon; implicit also must be some 
understanding of what should now be done under these new circumstances to 
combat the new set of problems. Urban management has, perhaps in most cases, 
been badly under-prepared for such developments, and frequently much time has 
been lost in coming to terms with them. Whatever means are used to achieve this 
- the recruitment of senior personnel with appropriate experience or the re-
education or re-training of existing officials - urban management as a whole needs 
to adapt its attitude and practice quite radically. There has to be a full and open 
acceptance of the relevance of modem business practice and of the need for its 
rapid implementation. It needs to research market trends and respond to them by 
formulating strategies to achieve whatever goals are planned. It needs to be aware 
of serious, universal competition at all levels and in all sectors - and to be both 
market-oriented and conscious of the interdependence - not only among cities, but 
also between cities and their regions. This follows naturally from the unavoidable 
recognition that the world has become smaller and that sophisticated 
communications have pushed all players - all cities - on to the International 
economic stage. The consequent competition makes new efforts towards 
encouraging those activities for which a city offers a competitive location 
absolutely vital. However, it is not sufficient that a town is prettier or more 
pleasant than the competition - if, that is, it is to be considered as a suitable 
location for a business. Towns and cities have no choice but to devote every effort 
to making themselves attractive in all respects. They must appeal as a place to 
live, as a place to locate a business, as a target for investment - and also as a place 
where both business and non-business visitors are happy to spend time. 
The objective of urban management should be to guide and foster the 
harmonious development of city or region, and the principle to be followed should 
be that managers need to be much more entrepreneurial. This, however, does not 
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mean that they should act in exactly the same way as their counterparts in the 
outside commercial world . They, of course, have no experience of this and simply 
could not perform adequately in such a role; furthermore, their culture is very 
different. Good urban management should provide good links and communication 
between local authorities (in their capacity as suppliers of a range of services) and 
the market - that is to say, the people or organisations requiring these services. 
Urban management of the right calibre has the ability to show a city's advantages 
and opportunities for the purpose of attracting new investment. It can also guide 
this investment into appropriate channels, channels likely to produce the best 
results for society as a whole, whilst, at the same time, doing much to discourage 
poor investment decisions. These vital, but perfectly feasible, functions point us in 
the direction of marketing, and it is this discipline which should be one of urban 
management's most effective tools. Briefly, by adopting market principles, a 
municipal organisation should become more customer-oriented and so further the 
interests of its citizens. 
Most explanations argue that it is the abrupt change of rules of competition 
between cities and towns which explains the relevance of city marketing (see, 
amongst others, van den Berg et al, 1990; Ashworth and Voogd, 1990). To date, 
the best definition of urban marketing found by the author comes from van den 
Berg et al. Here it is described as a set of activities to optimise the tuning of the 
supply of urban functions to the demand for them from inhabitants, companies, 
tourists and other visitors. According to this line of thought, urban place-
marketing is "both a managerial principle - in which thinking in terms of 
customers and the market is central - as well as a toolbox with applicable insights 
and techniques". 
One important feature is the specific characteristics of urban products, and 
we shall consider this a little later. However, a solid treatment of urban place-
marketing should start with the customers - the city's target groups. For the 
inhabitants, of course, the city is a place in which to live, work and relax - and the 
supplier of a wide range of facilities such as education and healthcare. For 
companies it is a place in which to locate, do business and recruit employees. For 
tourists and other visitors it offers a combination of culture, education and 
entertainment. We should, however, note that such urban functions do not die 
beyond the administrative borders of the city or municipality; each function has its 
own specific market appeal to the whole region. 
We might well ask the question whether it is possible to 'sell' a city - and, if 
so, to whom. One argument asserts that cities lack a clear definition of their 
products, a factor producing difficulties for the application of urban marketing. 
There are, in fact, a great number and diversity of urban products eminently 
suitable for marketing. The product concerned might be office space, port 
facilities, an industrial estate or a retail shopping centre, were we to look at 
commercially related issues; for tourists or visitors it could also be a museum, an 
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arts festival or a sporting event. In other words, one could offer a long list of urban 
products. In general, however, these can rarely be isolated from their environment. 
With urban tourism, van den Berg et al. (1995) distinguish between primary 
tourist products (tourist attractions) and secondary products (e.g., accessibility). A 
good example would be that a museum tends to attract more visitors if restaurants 
and shops are located in the near vicinity. 
It is worth repeating that the city provides a line of products which it is 
extremely difficult to isolate completely from their environment - in view of their 
high degree of interdependence. Consequently, there are many so-called 
'producers'. To illustrate this better, as Berg and Braun (1999) say, we can 
distinguish three distinct levels of urban place-marketing: the individual urban 
good(s) or services, the clusters of related services and the level of the city or 
urban agglomeration as a whole. The first category is concerned with the 
marketing of one single location, service, attraction etc. The second is concerned 
with the cluster of related goods and services, for example, urban tourism or port 
facilities. The third level, however, that is to say, the city or urban agglomeration, 
is not a well-defined product. The product 'city' is open to various interpretations, 
although it is clear that the various target groups have numerous associations with 
the city - associations which are important for decisions relating to locating in, or 
to visiting, a city. These associations are, of course, the elements combining to 
create the city's image. 
The marketing of cities and towns involves creativity and good ideas: what 
the target groups for the city ought to be, the positioning of the city, the 
communications strategies which are needed etc. There are many dimensions to 
the marketing of cities (many different customers, many products and 
combinations of products, and the 'city' as a product), all of which demand the 
involvement of a great number of producers and managers (not necessarily the 
same people). In the case of cities, there are numerous possibilities. The final 
product can be one emanating from the elected local authority, from a public 
utility or public development corporation and/or other government agencies, from 
a project developer, an investment company or, of course, from the citizens 
themselves. However, these days it is also the case that a local authority will 
choose to set up a private limited liability company to handle urban marketing 
issues, or that an independent or private organisation (for example, a chamber of 
commerce or local business association may contribute in a variety of ways to the 
marketing of a place. Moreover, in some cases a combination of private players in 
one sector, as a combination of promoters of tourist attractions, could market the 
city or its products. The experience and practice of Graz in this field will be 
highlighted in Chapter 6, with the aim of producing specific recommendations to 
be adopted by Pécs. Finally, however, it needs to be emphasised that urban place-
marketing requires much in the way of organisational capacity in general. 
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4.2.3. The significance of organisational capacity 
The main attribute of good organisational capacity should be the ability to predict, 
respond to and cope with changing intra- and inter-urban relations due to crucial 
internal and external processes of change - according to van den Berg et al., 1999. 
Organisational capacity might, therefore, be defined as an ability to enrol all the 
players who ought to be involved and, with their help, to produce fresh thinking 
and ideas, to develop and activate policy measures in response to basic 
developments and to generate conditions appropriate for sustainable development. 
If we accept such a definition, we need to ask ourselves which factors are the main 
components of this organisational capacity? 
What might be described as the foundation stone of organisational capacity 
is the formal institutional framework (the administrative organisation) and the part 
played by the many and various public players within it. According to van den 
Berg et al., 1995, there are five criteria which should be evaluated in relation to 
the qualitative functioning of public administration. These are the adequacy of the 
spatial scale, competence, integrality, democratic content and 
efficiency/effectiveness. This is clearly justified, but, at the same time, we need to 
recognise that organisational capacity is rather more than this. 
It is not only a matter of local government and established planning 
procedures; other public and private players are also deeply involved. Strategic 
networks among public entities, among purely private players, or between both 
sectors, have acquired equal importance as a means of coping with the dynamic of 
today's urban society. Organising capacity has much in common with the concept 
of "steering" within strategic networks. The latter can be thought of as patterns of 
interaction among mutually dependent players, patterns which develop from and 
around, for example, projects or the problems which inevitably develop from 
them. The idea that strategy is a natural development or product of networking 
involving actors from all sectors, each with his own set of interests, objectives and 
perceptions and who, for the sake of realising these, work closely with - and 
depend on - others, is not new. Today public private partnerships are 
commonplace among the parties responsible for city regeneration and for urban 
place monitoring policies, amongst many other functions. 
It goes without saying that the structure of government, at whatever the 
active level might be, must be one which assists in network-building around all 
strategic or significant projects or concepts. In this way, strategic networks do 
more than complement the formal administrative structure; they are vitally 
important adjuncts to it. According to a wider definition of strategic networks, a 
network consists of the total of relations among public and private organisations, 
institutions and individuals, the relationships characterised by a degree of "two-
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way dynamics". Such relationships among participants, involving a core element 
of pragmatic interdependence, form the backbone of these networks. 
Van den Berg et al. (1997) highlighted the point that leadership exercised by 
key individuals is vitally important. Strong leadership - linked to an 
entrepreneurial spirit - displayed by key figures or institutions, contribute 
materially to successful urban policy. Having said this, however, it should also be 
seen that leadership is of even greater importance in terms of strategic networks, 
since networks demand still more coordination. A key individual, group or 
organisation is necessary within a network if the potential of that network is to be 
exploited, and if the efforts of the various parties involved is to be effectively 
directed. Networks, per se, lack any formal, legal or structural basis, and, as a 
consequence, clear, strong leadership is necessary, whether this is based upon 
someone's acknowledged competence within a critical area (for example, a 
powerful position inside a relevant administrative hierarchy, his/her financial 
capability, specific know-how etc.) or upon the reputation or charisma of a public 
or private individual. Such individuals generate progress by functioning as an 
effective "puller". 
A clear vision of city development, translated into concrete objectives and 
associated strategies, will help to preserve the integrality needed and to minimise 
any possibility of anomalies in policy-making; it is, indeed, a prerequisite. Clarity 
of vision on a scale appropriate to the integrated development of a city is a rare 
attribute, but it is mandatory if the development is to be sustainable. It should be 
evident that any policy or policies relating to city marketing should belong to a 
broadly supported and comprehensive vision and strategy - and be accompanied 
by a similarly clear view of the strategy of implementation. These are absolute 
prerequisites for the creation of sound organising capacity. 
Also important for the creation of organising capacity are spatial-economic 
conditions. In one way spatial-economic problems and obstacles can simply 
induce participants in a region to collaborate; alternatively, however, such 
problems may "bind" them together still more firmly and be a highly important 
incentive to collaborate. Likewise, in an environment of serious competition, 
networking alone may simply not be sufficient. It is extremely important, 
therefore, that support from the various interest groups and target groups should 
be sought out and organised. Political and community support are, and will 
remain, critical if, that is, projects are to succeed. 
The scope afforded to public and private actors in the area of urban 
development is generally decided in local political circles, but, at times, at higher 
- national or even supranational - levels. Additionally, support from higher 
government levels - supranational, national or regional authorities - or from local 
politicians in local or regional councils, is a further necessary condition for the 
creation of organisational capacities. Support of this kind assists materially in 
encouraging positive collaboration at the local level. Good presentation and 
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communication of policy problems (and of the solutions finally envisaged) are of 
paramount importance. Financial support handed down from higher levels to 
local government is a further condition for creating sound organisational capacity. 
How viable and valuable a marketing policy might be for sustainable urban 
development is somewhat irrelevant in the event of a lack of support from those 
directly involved or interested, since such a situation can seriously restrict the 
possibilities of success. This would be particularly so should the lack emanate 
from those directly involved or interested - for example, the population in general, 
or from specific market parties such as private investors. 
Figure 11 
A theoretical framework of organising capacity 
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Figure 11 shows those elements which most seriously contribute to organising 
capacity, in other words, the paramount factors for any urban management team 
attempting to implement market policies. In total, they comprise a system which 
is, by its nature, dynamic, and so coherence amongst the elements is especially 
important. 
If we may, at this juncture in what is a fairly complex area, interpolate one 
or two summarising thoughts, we would, first of all, suggest that the sheer number 
of urban regions leads to increased interaction between cities and towns. This 
dynamic then stimulates the development of polycentric urban regions with a 
constantly widening spatial scope. Rapid developments in information, 
communication and transport technologies reinforce this trend increasingly. Cities 
are becoming a part of a wider, European urban system, and, in this situation, they 
need to be competitive and complementary at one and the same time. 
This need is not easy for traditional urban management to meet, but it 
should encourage some towards marketing as a weapon against competition. 
Urban policy needs marketing, and cities can learn from the marketing 
experiences of the wider business community. However, it is very important that 
they base their thinking on their own specific situation and develop strategies 
focused on their individual targets. Many urban products are highly 
interdependent, and it is also worth repeating that few things stop at the city 
boundary - and certainly not effective urban relations. What this demonstrates is 
the need for towns and cities to form strategic partnerships with others for the 
marketing of urban-centred regions. Marketing is a great challenge to creativity 
and ideas, but also to organisational capacity - which cities need to develop 
seriously for a marketing policy to have any chance of real success. In reality, of 
course, the situation can be eased by the fact that many participants have their 
own private business interests in the marketing of a city or region. What is 
required above all is a clear, integrated vision of urban development. Together 
with this should come the ability to develop strategic networks and also the still 
less tangible quality of leadership. In this so-called information era, knowledge 
and information become very important factors in the success or failure of the 
management of cities, just as with companies, and it is vital to keep pace with the 
widening and increasing knowledge of urban systems and the managerial 
implications of this. 
At this stage, however, it might be useful to examine the concepts used by 
researchers in relation to place and to offer a theoretical overview of the factors 
considered relevant in connection with its marketing and selling - especially in 
terms of tourism and the urban destination. From this, of course, derives the 
specific concept of city tourism. 
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4.3. Relationship issues - geographical location^ marketing and the 
"selling" of places 
4.3.1. The re-discovery of "place": globalising and producing "places" 
It may seem rather paradoxical, but it is almost certainly the case that the reasons 
for the re-discovery of place as a focus of academic, government and industry 
Interest have been the globalisation processes involving the world economy and 
world culture. According to Kotler, Haider and Rein (1993), we are living in a 
time of "place wars" in which places are competing for their economic survival 
with other places and regions - not only in their own country, but throughout the 
world, with places needing to "leam how to think more like businesses, 
developing products, markets and customers" (Kotler et al. 1993, p. 346). 
Tourism and the place-marketing process are closely linked because of the 
way in which tourism itself is often used as a focus for regional re-development, 
re-vitalisation and promotion strategies. Governments, more or less worldwide, 
appear to regard tourism as a major way in which to attract investment, to create 
employment and to promote regional economic growth (e.g., Hall, C. 1994; Hall, 
D. 1991; Williams and Shaw, 1988). However, if, as Madsen asserted in 1992, the 
promotion of the image of a place demands that the place be handled in the same 
way as a commodity through a rigorous selection from its many characteristics, 
then we clearly need to understand the context in which these new globalised 
place "commodities " are produced and consumed. 
A significant basis for analysing global economic change is "post-fordism", 
which represents a distinct break from earlier economic structures associated with 
a dominant era of "fordism" (Leborgne and Lipietz, 1992). The term "fordism" 
(derived from the name of the Ford motor-car manufacturing company) refers to 
the dominance of large, vertically integrated companies producing homogeneous 
or highly standardised products for a market based primarily on price 
competition. (This gave birth to a saying attributed to Henry Ford himself: "You 
can have any colour you like - as long as it's black!"). By extension, therefore, 
"post-fordism", also described within the context of flexible regimes of 
accumulation and flexible specialisation, refers to the creation of a more 
specialised and rapidly changing market-place which necessitates the use of more 
flexible or responsive forms of the production of consumer demands are to be met 
(Milne, 1994). 
Within the broad concept of tourism, such authors as Poon (1989, 1990) and 
Williams and Shaw (1994) have paid a great deal of attention to such post-fordist 
ideas, and their specific and concentrated focus on flexibility has much significance 
for both the internal and external operations of tourism organisations On the 
internal side, the corporate structure of flexible tourism business hinges on the 
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division of the labour force into core and peripheral groupings (Milne, 1994; Shaw 
and Williams, 1994). Whilst such flexible labour forces seem, increasingly, to be 
utilised by the tourism business in general (and particularly in national economies, 
where economic and employment deregulation has taken place (e.g., Hall, 1995), 
we still meet debate over whether the contemporary structure of the labour force is a 
product of economic globalisation or of a natural demand for tourism services. As 
Williams and Shaw highlight, a flexible labour force is a long-established form of 
the organisation of the labour market in this field, with temporal variations in 
demand resulting in the delivery of tourism services "to customers In both temporal 
and spatial clusters" (Shaw and Williams, 1994, p. 145). 
On the external side, the concept of flexible production is closely bound in 
with the "places as commodity" concept - that is, something to be promoted and 
sold to consumers. Those involved in place-marketing do not regard their function 
as merely one of promoting and advertising, "but also as adapting the product (i.e., 
the place) to be more desirable to the market (Holcomb, 1993, p. 134.). For Kotler 
et al. (1993), flexibility is inherent in the notion of place-marketing, in that they 
assert that "place-marketing is a continual activity that must be adjusted to meet 
changing economic conditions and new opportunities" (Kotler et al, 1993, p. 345). 
4.3.2. The "place" market 
Places are now, in very straightforward terms, simply commodities to be 
"produced" and "consumed". The primary goal of place-marketing is "to construct a 
new Image of the place, to replace either vague or negative images previously held 
by current or potential residents, investors and visitors" (Holcomb, 1993, p. 133), in 
order to compete effectively with other places within the constraints of the global 
economy for a share of mobile, international capital (Harvey, 1987,1989). 
The notion of rapidly circulating, international capital within the global 
economy is also implicit in the work of Kotler et a/., 1993, p. 18) - which is almost 
certainly the most important place-marketing text located within the mainstream, 
empiricist marketing tradition. According to this, the shifts and changes in the 
marketplace occur far more quickly than a community's capacity to react and 
respond- From this comes the conclusion that the goods and services offered by a 
place (that is, to companies, tourists and investors, among others) have a decided 
edge over the basic sellers of places (that is, local communities, regions and other 
places looking for economic growth). 
Kotler et al. (1993, p. 18) refer to the need for places to adopt a process of 
"strategic place-marketing" for urban and regional revitalisation in order to design 
a community "to satisfy the needs of its key constituencies". This recommended 
process comprises four (connected) core activities: 
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- planning an appropriate balance of community features and services; 
offering good incentives to buyers and users (both current and potential) of 
its goods and services; 
- delivering the community's products and services in an effective and 
accessible way; and 
promoting the place's values and image in order that these same potential 
buyers and users are folly aware of the distinctive advantages offered by 
the place. 
Clearly, then, place-marketing means that a place must be designed so as to 
satisfy the needs of its target markets. It succeeds when citizens and businesses are 
pleased with their communities, and when the place meets the expectations of 
visitors and investors. Various investments can be made into a place to "improve 
'liveability', 'investibility' and 'visitability'", a process, according to Kotler et al., 
comprising four distinct aspects of a place: that is, its character; its fixed 
environment; its role as service provider and as a source of entertainment and 
recreation. 
In "commodifying" a place as a product which can be revitalised, advertised 
and marketed, places are presented - not so much as focal points of attachment 
and concern, but as bundles of social and economic opportunity openly competing 
against one another in an unregulated market for a share of the capital investment 
cake - whether it be investment by entrepreneurs, tourists, local consumers or any 
other entity (Philo and Kearns, 1993). 
The focus of thinking about local economic policies and form is, therefore, 
being redirected with the result that the range of local institutions "now internalise 
the idea that the interests of a place are best served by lifting the 'dead hand' of 
regulation and by opening it to the sway of market forces" (Philo and Kearns. 
1993, p. 19.). However, such arguments also lie in the academic area: "The public 
sector, being largely monopolistic in character, often lags behind the private sector 
in being responsive to the needs and service requirements of its citizens" (Kotler 
et al., p. 325.). 
Government and business arguments over the role which local government 
should play are closely related. As Cloke suggested in 1992, from the early '80s 
we have witnessed the re-emergence of political structures and ideologies based 
around notions of privatisation and deregulation, twin processes supposedly 
promoting the unfettered operation of so-called "market forces". The 
infrastructure of urban government is becoming increasingly privatised along with 
ideologies and discourses of regeneration and revitalisation. 
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4.3.3. Presenting the "place" on the market 
More and more, places are being "packaged" around cultural traditions, which can 
be wholly or partly true or imaginary, often focusing on a particular interpretation of 
the history of economic activity in the place, but, typically, with only the positive 
(the more attractive) aspects referred to. Under the enterprise economy, the ideology 
of locality, place and community becomes central to the political rhetoric of urban 
governance, which concentrates on the idea of togetherness in defence against a 
hostile, threatening world of international competition (Harvey, 1989, p. 14). 
The packaging of a cultural image and traditions is recognised as being of 
great significance in the area of place-marketing in Kotler et al. (1993), who see 
this as being appropriate for the creation of new images in the market place. Other 
views, however, argue that this amounts to nothing more than Inappropriate 
political socialisation, in which images are manipulated for the purpose of 
manufacturing an apparent cultural and political consensus to convince many 
disadvantaged and potentially disaffected people "that they are important cogs in a 
successful community and that all sorts of good things are really being done on 
their behalf' (Philo and Kearns, 1993, p. 3). 
Interestingly, however, the means by which places are created - for tourists 
and local residents alike - and the degree of authenticity which they are given, 
particularly in cities and regions in the West, seem to have received little attention 
in recent studies of tourism, although it does appear to have attracted attention 
from researchers of cultural studies and social theory. 
The culture of a place is intimately connected with its history and with the 
histories (not always locally rooted) of peoples who have ended up living there 
(Philo and Kearns, 1993). Often, however, past reality is simply "hijacked" and 
re-worked for consumption by external consumers, as well as by internal 
consumers and residents. In such cases the product can be characterised quite 
neatly as "the city as a theme-park". In this, inner city re-development designers 
and architects use the facades of historic buildings and other superficialities to 
create a display provoking nostalgia, in this way stimulating tourist visits and the 
consequent consumption. The result, according to Sorkin, is that the "preservation 
of the physical remnants of the historical city has superseded attention to the 
human ecologies that produced and inhabit them" (1992, pp. XIV). Burgess and 
Wood, for example, argued that one result of the redevelopment of the old London 
dockland area (and of the associated marketing efforts) was that places became 
products "offering emotional and economic benefits to their 'consumers'". In this 
way the richness and the diversity of the various, individual localities and 
communities of East London were "reduced to a commodity to be packaged and 
sold" (1989, p. 115). 
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In many areas of the West, with the declared aim of ensuring that urban 
development projects are consistently and effectively carried out, central 
government has removed all planning and development powers from local 
authorities and transferred them to un-elected institutions (Goodwin, 1993). 
Harvey recognised that the new "entrepreneurialism" has as its centrepiece the 
notion - discussed previously in this chapter - of a public private partnership in 
which what he terms "traditional local boosterism" utilises the powers which were 
earlier given to local government in an attempt to attract external sources of 
funding, new direct investments or new employment sources (1989, p.7). 
In such circumstances, however, the regulations governing planning and 
development decision-making very often favour business interest groups rather than 
those of the community (Hall and Jenkins, 1995). Moreover, Harvey also asserts 
that resistance resulting from conflicts of interest in this field has not inhibited place 
competition in general. A "carrot-and-stick" approach, that is to say, a combination 
of coercion and co-optation centred upon the enhancement of land and property 
values, on favourable assumptions in relation to employment and the arrival of 
outside investment and on the a blanket assumption that all growth is, by its very 
nature, good, has led to the emergence of local "growth coalitions". 
However presenting places is not simply the product of such micro-political 
factors; it needs to be considered within the context of cultural fashion and social 
theory. In this respect, contemporary architects and designers, together with other 
"place-makers" - all displaying an inclination towards the post-modern - are just 
as much responsible for the "commodification" of place as are the property-
developers or the place-marketers intent on packaging their product. 
4.3.4. Post-modern places 
Any attempts to understand what post-modernism, in reality, is do need to address 
specific issues in the area, and, in particular, those of post-modern architecture. In 
1993 Holcomb observed that the rise of the concept of post-modernism coincided 
with the rise of post-modernism as the prevailing theoretical fashion, and he 
further argued that it was no mere coincidence. Post-modernism is "a perspective, 
a way of seeing, a way of constructing and understanding the world by 
deconstructing our experiences of it. Post-niodemism is eclectic; it juxtaposes, 
blends, splices, copies, combines and repeats ideas, attitudes, aesthetics and 
forms" (Holcomb, 1993, p. 141). 
From this we can, perhaps, grasp the concept that the post-modern 
architectural vision is one in which the integrated and harmonious styles of 
previous eras are replaced by differences and diversities; one in which "the austere 
homogeneity of white skyscraper or block of modernist architecture is replaced by 
the colourful playfulness of architects mixing and matching all manner of styles, 
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references and materials" (Philo and Kearns, 1993, p. 22). This flexibility, which 
is so apparent in post-modern architecture, can, perhaps, be seen as paralleling the 
flexibility in economic terms of post-fordism. 
The time setting for places to be marketed is the present and the future, and 
the only element from the past which has any significance is the "packaged past" 
of the heritage industry (Holcomb, 1993, p.141). The selling of the post-modem 
city, therefore, "entails the deliberate creation of cultural-historical packages" and 
"lumping together cultural and historical elements to produce marketable 
pastiches" (Philo and Kearns, 1993, p. 22) - that is, the "city as theme-park" idea, 
as noted above. 
There are notable losses to be suffered by places with strong historical roots, 
and these often follow attempts to play with history, to idealise the picture and to 
overlook parts which might be considered inconvenient, often to depoliticise them 
"so as to sell ... places ... to outsiders who might otherwise feel alienated or 
encounter encouragements to political defiance " (Philo and Kearns, 1993, p. 24). 
This approach is frequently to be found in tourism. Establishments such as 
heritage centres and events such as historical anniversaries are typically used to 
obscure, or even to erase, episodes of contentious history (Hall and McArthur, 
1996). Moreover, highly selective, one-dimensional views of the past - both for 
the tourist and the community alike - are also found at destination level. In her 
well-documented 1993 study of tourism, history and ethnicity in Monterey, 
California, Norkunas argues that the rich, complex ethnic history of Monterey Is 
almost completely absent in what we might term the 'official' historical tours and 
in those residences which are open for public viewing. In Monterey, as in many 
other parts of the world, history is presented very heavily, quite tendentiously, in 
the houses of the aristocracy or of the élite. Such a packaging of the past into 
easily digested tourist presentations disguises social conflict or any discussion of 
it and simply shows the result or end-product. Events and related debate which 
conflict with this are lost in assertions of progress and of the ultimate triumph of 
right in history. 
The harsh, real-world issues of, for example, labour, class and ethnicity are 
often replaced by romanticism attempting to create a nostalgia for an idealised 
past. Open conflict, even where well-documented historically, and whether 
between ethnic groups, social classes or, more particularly, in terms of disputes 
between industry and labour, is either completely ignored or else glossed over in 
the 'official' tourist histories which greatly outnumber any others. Past conflicts 
have been reinterpreted (generally by local elites) to create new versions of 
history. In these, today's heritage appears as a comfortably and peacefully 
generated product of social development. In the specific case of Monterey, the 
past is reinteipreted by means of the physical transformation of the historic (fish) 
canneries into visitor centres and aquaria. In this way the city has been able to 
erase from the records (or at least from those offered to the general public and to 
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visitors) the industrial era as a whole, together with the working class (which built 
the city and the cultures) which it engendered. "Commentary on the industrial era 
remains only in the form of touristic interpretations of the literature of John 
Steinbeck" (Norkunas, 1993, pp. 50-51). 
Here, as elsewhere, the creation of an image showing a place to be an 
historic centre of culture is rarely, if ever, enough. The resulting product is likely 
to be one-dimensional, unrepresentative, distorted and sentimentalised, often 
gravitating to the kitsch. What is needed is a far more complex package, which, 
whilst incorporating the truth, is still sellable. 
If we may revert for a moment to Pécs, a good deal of evidence of this is 
visible. It is surely not enough to rely on the narrow appeal of the World Heritage 
site (the early Christian burial ground) and the eighteenth-century architecture 
within the Barbican, whilst obliterating everything else from the travel brochures. 
This picture is far too shallow. We need to find answers as to how the community 
may develop a more complete image and produce a "sellable" product. We need 
to pay attention to the historical geographies of urban life and consumption and to 
such an issue as why ordinary people leading ordinary lives do not feel themselves 
as belonging to this post-modern condition. 
It has been suggested that a good deal of research may be asking the wrong 
questions. This appears to be based on the existence of significant problems in 
understanding the cultural significance of the heritage industry, since it is widely 
assumed that heritage is a simple, homogeneous phenomenon. Researchers, in 
consequence, have overlooked this and have neglected to ask visitors what they 
think. Perhaps, therefore, we need to ask whether in the communal 'visiting' of 
heritage sites, people seek the neighbourliness which they feel has been lost from 
their own communities (Mellor, 1991). If this is the case, then what have place-
marketing strategists to propose in respect of the redevelopment and presentation 
of places? This is an important dilemma in relation to our research topic - the 
creation of a complex image for the city of Pécs. Place-marketers create products, 
but it may be that they fail to revitalise or to contribute to what constitutes a place 
- that is the communities and the residents. 
If we are to attempt to summarise these thoughts, we would suggest that, as 
is the case with production and consumption, globalisation and localisation are 
irretrievably linked; they cannot be separated. "Globalisation is like putting 
together a jigsaw puzzle: it is a matter of inserting a multiplicity of localities into 
the overall picture of a new global system" (Robins, 1991, p. 35). Nevertheless, as 
Robins goes on to say, "we should not idealise the local. We should not invest our 
hopes for the ftiture in the redemptive qualities of local economies, local cultures, 
local identities. It is important to see the local as a relational, and relative, concept. 
If once it was significant in relation to the national sphere, now its meaning is 
being recast in the context of globalisation", 
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However, a definition of local in this sense is not too obvious, since it 
certainly is not based on a narrow, given area. In other words local and locality 
are quite different concepts. Local is a comparative or contrastive term, in that it 
refers to a restricted space as opposed to the global. If we were to revert to what 
is, perhaps, a more widely recognised context, we could think in terms of the 
MNC (multi-national corporation) for whom local would, most likely, constitute 
various individual geographical - for example, regional - market areas of activity 
differing according to the product or products concerned and to specific market 
characteristics. Place-marketers regard the place as the equivalent of the local in 
these terms. 
Cities are currently working on the problems of positioning or re-
positioning themselves in their efforts to win a share of the (still restricted) 
amount of international capital available to them to help in their plans for 
redeveloping themselves - utilising architects and designers - as post-modern 
cities where their pastiche-based image is clearly visible. This enables them to 
continue their hunt for economic and cultural capital to build competitive quality. 
However, if a place is to be revitalised, then much more than product or 
image is needed, even if much development effort is expended in this direction. 
"The revitalisation of place is a process which involves the formulation of urban 
design strategies based on conceptual models of the city which are, in turn, 
founded on notions of civic life and the public realm and the idea of planning as 
debate and argument" (Bianchini and Schwengel, 1991). Unfortunately, such 
models have only limited visibility within the place-marketing and tourism realms 
(Hall, 1994; Hall and Jenkins, 1995), as tourism and place planning is often 
poorly conceptualised with respect to participatory procedures, and whilst the 
institutional arrangements for many public-private partnerships relating to urban 
redevelopment actually exclude the community from participation in decision-
making procedures. 
Visions of place are more generally realised through the activities of 
industry's experts rather than through the population as a whole - possibly since 
the public's vision of a place may not coincide with that of some of the active 
business areas. The community may be involved by way of opinion polls, surveys 
or SWOT analyses rather than through participatory measures (Hall and Jenkins, 
1995). Nevertheless, as Bianchini and Schwengel (1991, p. 234) observed, "Cities 
will be re-imagined in democratic forms only by creating the conditions for the 
emergence of a genuinely public, political discourse about their future, which 
should go beyond the conformist platitudes of the 'visions' formulated by the new 
breed of civic boosters and municipal marketers". 
Although it might be true that tourism is connected with the development of 
such visions, in common with place-marketing In general, "we are presented with 
a set of information and evidence which ... is over-optimistic. Nowhere is the 
issue of potential job losses and regional decline really addressed, nowhere are the 
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implications of growing ownership concentration and globalised information 
technologies analysed" (Milne, 1994, p. 29). 
As Milne went on to assert, "the transition towards becoming competitive 
does not come without its costs" (1994, p. 30). Logically, if places are in 
competition in the new global economic environment, there are bound to be both 
winners and losers, and, as Williams and Shaw stated more than 15 years ago, any 
evaluation of the role of tourism - and of the jobs, income and value added which 
it produces - must depend on particular national and local circumstances. There 
is a need, therefore, not to look just at tourism but at the opportunity costs of its 
development and at the alternative strategies which might be pursued by a region 
or a community (Williams and Shaw, 1988, p. 238). 
By way of a brief conclusion to this chapter, we would have hoped to have 
shown that tourism and place-marketing need to be viewed in their true context. 
To achieve this, we have selected a number of theoretical sources for discussion. 
This has served to demonstrate the relationships among geography, tourism and 
marketing, and, as a by-product, has shown the, possibly unhappy, results of 
insensitive place-marketing. However, a primary objective of place-marketing 
ought to be the creation of what is, from every point of view, a good place for 
people to live in. The author strongly believes that one desirable way to achieve 
this is by developing city tourism. 
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Chapter 5 
The Dynamics of the Development of City Tourism 
5.1. The historical background to city tourism and its cyclical nature 
From our perspective at the beginning of the 21st century, an increase in tourism - in 
terms of both numbers and finance -- seems both inevitable and set to continue 
indefinitely. We can accept the idea of interruptions to this relentless onward drive 
only as being temporary aberrations - perhaps an economic recession of one sort or 
another or some conflict arising in some part of the world. Whatever these might be, 
we know that they will not last forever and also that they will probably not affect the 
whole world simultaneously. Possibly a few destinations will suffer for a while 
(Dubrovnik and Bali, for example) or possibly a source of lucrative tourist visitors 
may dry up (the Lebanon, Kuwait, Iraq). Nevertheless, tourism will not collapse or go 
into terminal crisis. For a period some segments of the market may change their 
habits by spending a little less (going slightly down-market or reducing the time spent 
on vacation) but nothing basically changes: two or three years will pass and things 
will return to normal - or, rather, move ahead yet again, as more and more people 
from emerging economy countries have the opportunity to travel and adopt the habit 
more frequently as their net incomes permit. 
The broad tourism market embraces many segments, each with its distinctive 
character. Some (Mediterranean seaside resorts, for example) have grown extremely 
quickly and now serve the mass market as well as the more discerning and wealthier 
tourist. Others, such as eco-tourism in exotic locations, grow more slowly, for 
obvious reasons of cost and capacity. Still others are now embarked upon a period of 
rapid - and, hopefully, sustainable - growth. City tourism is one of these. In the 
eighteenth century the gentry from England would spend many months upon "the 
Grand Tour", moving slowly across and around Europe on the cultural experience of 
a lifetime. This tour did not involve rural destinations - such locations were simply to 
be travelled through as quickly as possible; nor did it include time on the beach or 
communing with nature (both unknown and unthought-of pastimes in those days). 
Progress was from city to city - and not, of course, any city. The target destinations 
then were relatively few, very well-known and of enormous historical and cultural 
significance. 
It would not, of course, be at all true to say that city tourism disappeared with the 
Grand Tour; tourism in the nineteenth and twentieth centuries developed hugely, if 
unevenly, in many respects. Numbers, however, soared in other areas with, firstly, the 
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middle-, then the lower middle- and finally the working-classes of the developed world 
progressively able to travel - progressively in terms of both time and distance from 
home. The emergence, more accurately, the re-emergence of city tourism as a major 
component of the tourism industry is probably no more than 20 years old. If we look 
specifically at the European scene, we can understand the reasons for this quite clearly. 
The major urban centres of Europe had undergone, or were in the throes of, 
renovation in one form or another. This was not merely the restoration or war-damaged 
cities, although there are some remarkable examples of this to be met over the 
continent. The urban environment as a whole was the object of this renewal process, a 
process which attracts people for many reasons to return to the urban space. Briefly, 
people were willing to return to the city to live - and also to visit as tourists. 
This is, however, not the sole factor to have given new impetus to urban 
tourism. A number of changes in tourists' aims and interests, and, in consequence, in 
their overall pattern of behaviour have emerged in recent years. These, according to 
van der Berg, Costa and Manente (1993) are that: 
Tomorrow's tourist is in search of active forms of tourism in which both 
culture and entertainment play important roles. The city is eminently equipped 
to satisfy such desires. 
The interest in arts and culture in general. This benefits urban destinations 
mostly. 
The average duration of the holidays has continuously decreased in the last 
two decades, while their annual frequency is still increasing. The city is an 
ideal destination for a short, secondary, holiday. 
- The airplane, together with the touring bus, seems to become the principal 
mode of transportation for holidaymakers. With the revaluation and re-
structuration of the regional airport, the accessibility to the city, at least as far 
as tourists are concerned, has improved considerably. 
What is particularly significant in this is the clear opportunity presented to a huge 
number of cities to join the competition. It is not only the long-established and well-
recognised tourist destinations whose tourist figures should be favourably influenced, 
but all cities which believe that they have something to offer the newer breed of 
tourist now have the justification to initiate a tourism programme and market 
themselves as best they can. 
The cyclical nature of tourism in its application to any destination is today as 
well recognised as the principle of the life cycle of a manufactured product, The set 
of statistics used to quantify the tourism cycle is, to some extent, a simple parallel to 
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the latter - the number of visitors replaces the quantity of products sold. On the other 
hand, it is, in many ways, much more complex in that there are several products 
involved than merely one. 
However, Butler's well-known Tourism Area Life Cycle (TALC) of Evolution 
concept, which dates from 1980, is similar to that of the product life cycle and can be 
used in a similar way to monitor the progress of a tourist destination and region. 
Figure 12 
Butler's Hypothetical Evolution of a Tourist Area diagram 
The cycle basically uses tourist numbers as the main input, but other factors may need 
to be examined alongside - raw material to eliminate minor, temporary aberrations in 
the flow of visitors and to ensure that the basic underlying trend has been correctly 
identified. Used thoughtfully, it is capable of giving the appropriate signals to the 
authorities or to the involved sectors of the community of the approach of critical 
points in the cycle - and so of the need to take preventative action, if, that is, the 
decline, together with all of its negative consequences, are to be avoided. 
Always bearing in mind any seasonal element in the attractiveness of any one 
location, the most common experience seems to suggest that a city which promotes 
itself successfully can expect in the early stages to see a slow (possibly veiy slow) rise 
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in visitor numbers. If visitor expectations are met, then a second phase (of relatively 
explosive growth) should follow. This signifies quite simply that the masses have 
"discovered" the place. The third phase follows as soon as the market reaches 
saturation point and reveals itself as a period of slow decline in terms of numbers, but 
the fourth and final phase shows rapid acceleration in this process until the time comes 
when the place or city needs to be re-assessed and perhaps re-invented. 
We have mentioned the factor of "saturation point" as a turning point in the 
cycle, but this is, it must be acknowledged, a rather vague term and needs some 
degree of explanation. Three factors are widely thought to be influential: 
Price. In a market economy prices rise with the popularity of the place. In 
addition to, and separate from, the cost of any added facilities, a high level of 
demand is all that is required to generate serious price increases. The point 
Inevitably comes, however, when alternative destinations - not yet so 
attractive or known, but markedly cheaper - start to eat into the market. At 
' this juncture numbers fall - and prices do likewise, although the damage is 
done and the situation is not recoverable. 
Fashion. Tourism is unequivocally "trendy" - that is, subject to some level of 
Irrational fluctuation based on the perception that a place is "in fashion" or 
"out of fashion". Word of mouth may have some part in this, but it seems to 
be, rather, the result of press comment - reports as to which celebrity is a 
visitor, or has ceased to visit - or travel programmes on television - all of 
which try to say something new, to declare an old place "out" or a "newly 
discovered" place "in". However, although fashion does have its influence, it 
is easy to exaggerate its power, and statistics tend to show a more measured 
rate of change in tourist flows than might be expected from a cursory view of 
the media. 
Self-destruction. Essentially, tourism carries within itself the seeds of its own 
decay. Success may ensure that a destination thrives, but a time comes when 
that difficult-to-define point of a destination's carrying capacity arrives, and 
then is the time when numbers decline and prices must follow, even to apply 
some braking force to the decline. Whether congestion, pollution or price 
problems predominate, the market shows that the cycle has turned down. 
We feel that these factors aie perfectly valid in amplifying the principles of the life 
cycle theory as it applies to tourism. At the same time we also feel that we should 
examine the theory in a little more detail in order to avoid the possibility of over-
simplification. In its original form, the theory took for granted that the city - the 
destination - was, and remained, a single reality. The city might start its career as a 
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tourist destination and pass through Its development stage before being accepted as a 
fully mature tourist objective. This unchanging entity perception continued through 
the phases of decline. Specific local matters - or external factors - might disturb or 
interrupt the process for a while, but essentially the pattern was followed. Tourism, 
however, embodies a number of refinements and subtleties which may not commonly 
apply to a manufactured product in its progress through its life cycle, and this is 
where it seems justified to be cautious in applying a common template to both. 
Tourism as measured by the number of visitors is a simple and straightforward 
concept. However, such basic figures - purely quantitative - surely lack something 
and that is a qualitative dimension. By this we mean the "quality", the type, of visitor 
who actually makes up those figures. At different stages of its life cycle, the city is 
certain to attract different types of visitor - different in the sense of a varying, 
perhaps continuously changing, mix. This must, without question, have major 
implications for the economy of the city. 
The first view must be of the pre=development phase, a period in which the city 
was little more than home for its citizens, almost irrespective of its basic character 
and potential attractiveness. The city provided services for its own residents, and for 
those of its hinterland - shopping facilities, together with recreational and cultural 
activities - but with no eye to outsider visitors. 
This period, assuming the elaboration of some tourism-related strategy, would 
lead to the first true phase when visitors would emerge. However, it is more than 
likely that the first tourist arrivals would be excursionists (day visitors). They would 
probably originate from other urban residential settlements at not too great a distance 
(in order to make a day visit feasible), and so these would not be major spenders and 
would contribute relatively little to the local economy. Almost certainly the tourism 
infrastructure would be underdeveloped and so not well prepared to tempt visitors to 
stay longer and spend more. The day visitor typically arrives by car, or possibly by 
tourist bus, and may even bring his own food with him. Available hotel 
accommodation is more likely to be directed towards the businessman - and so not 
totally suitable for tourists, as well as being relatively expensive. On the other hand, 
such visitors demand relatively little in the way of special facilities (a little extra car-
parking, toilet facilities etc) and so their cost to the city is low, as Is the benefit which 
they bring. Their real significance is as a herald of things to come. 
It may, of course, be the case that the city has initiated a publicity campaign as 
a part of its marketing strategy, and this will clearly start to affect the city's budget, 
but, on the other hand, the existing and even newer attractions and facilities will still 
be targeted primarily at residents and intended to improve the quality of local lives, 
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and so care needs to be used, when drawing up an operating account, in the allocation 
of expenditure to, say, the tourism sector. 
This is a critical juncture. It cannot be imagined that the life cycle process, as 
described by us, is totally automatic or inevitable. It is self-evident that the 
development of many cities comes to a halt at this point since they have no further 
resources available - financial, cultural, conceptual - or the political will is simply 
absent. The market may be large, but it is finite, and competition is fierce. There is 
room at the top only for a limited number of destinations. Only a few will be able to 
progress beyond this stage and so move with the cycle. General conclusions are 
always problematic and unsatisfactory, and it must be said that, for those cities which 
have reached their peak at this point and whose early efforts in self-promotion are to 
fail, there remains the question as to whether their investment has been entirely 
wasted or fruitless. It seems unlikely to the writer that this can be the case - rather, 
simply that the optimum benefits have eluded them. Some income will have been 
generated towards balancing the account, and the resident population is quite likely to 
experience at least some degree of improvement to the environment and to their 
quality of life. For those cities, however, fortunate enough to have those further 
resources necessary, the second, vital, stage now commences. 
Typically, the local authority has played, and continues to play, the leading role 
in this progress. With the advantage of a well-elaborated strategy, they now move on 
from investment in promotion to solid investment in the infrastructure directed 
towards tourism. Encouraged by this, local business responds and itself invests in 
specific facilities such as hotel and other overnight accommodation, in restaurants, in 
a variety of leisure and amusement activities and so on; agencies open offering 
reservation and tour guide services. The number of excursionists may not decline at 
all, but their economic significance is dwarfed by the numbers of overnight visitors 
with their much higher spending habits. The city is transformed. 
Such a development places tourism very firmly and clearly on the economic 
map of the city - and, of course, on its balance sheet. The revenue, both direct and 
indirect, is now measurable - as are the costs - but success means that the former 
heavily outweighs the latter in both the public and private sectors. For the city itself, 
this point represents the peak - the optimal - with the number and mix of visitors 
perfectly balanced with the facilities and physical capacities of the city. How long 
this ideal state can be maintained is now the critical question. 
Over a period, the rate of climb slows, comes to a halt and finally flattens out. 
The reasons for this are, or may be, complex. It may be the result of the city's 
capacity being reached - physical expansion of the facilities, especially in 
accommodation, being prohibitively expensive, if at all possible - or it may equally 
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be that the city's range of attractions already satisfies its market. A city, for example, 
may focus on one fairly narrow cultural area; when that, perhaps highly sophisticated, 
market is satisfied, it will probably be impossible to refocus on another market 
segment - and certainly so, whilst retaining its original clientele. 
One other class of visitor, however, may make a significant role contribution to 
visitor statistics, and that is another form of excursionist or day-visitor. When 
discussing this category earlier, we looked only at the residents of other urban centres 
who decided to visit the target city for a day visit only. We should not forget the 
considerable numbers of tourists who are spending a normal holiday in other centres 
and who leave that centre for day-trips to other locations from time to time. (In this 
connection we can mention Hungary's most successful wellness resort, Hévíz, where 
bus trips are organised to Pécs for the Sunday "Flea Market", as it is described there.) 
More frequently, perhaps, we can see the growth of regionalism in this phenomenon. 
If an otherwise still attractive destination suffers from a lack of accommodation and 
from the consequent high prices then there is an opportunity for fringe settlements 
within relatively easy reach to offer attractive alternatives and act as a dormitory base 
for tourists who can then visit the target city as often as they wish. This can lead to 
the emergence of fringe settlements or suburbs becoming significant tourist centres in 
their own right. 
The opposite situation can also be found when tour agencies in a city offer 
excursions to rural centres in their regions - perhaps a wine-tasting excursion to a 
local "Wine Road" (from Pécs to Siklós-Villány, for example). In the more 
sophisticated Austrian context (as previously mentioned in Chapter 3) Graz can offer 
a (Styrian) Wine Road, Apple Road, Castle Road and Thermal (Spa) Road for out-of-
town excursions. By the same token, which of the huge number of visitors to England 
who visit Windsor actually stay overnight in the town? Much the same can be said of 
Oxford, Cambridge and even Stratford-on-Avon. Some researchers now refer to these 
newer forms of traffic as "indirect tourism". 
To revert, however, to the specific problem of the city, in this third phase the 
benefits to the local community start to decrease since visitors in the indirect 
excursion category spend most of their money outside the city covering their 
accommodation, transport and other expenses. On the other hand, costs will almost 
certainly not decrease if the number of visitors arriving each day remains at a high 
level. In the public sector a excessive number of parking spaces will have to be 
provided if local everyday life is not to be strangled by traffic, and the type of private 
enterprise visible in the city centre will almost certainly be difficult to digest - fast-
food outlets, souvenir shops, amusement arcades and the like - detracting from the 
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city's cultivated image and adding few, if any, solid jobs to the economy. On the 
other hand, since capacity remains stretched, prices rise and also remain high. 
At this point, if not earlier, the negative effects on the traditional (more 
valuable) tourists become apparent. The "overnighting" or residential visitor feels 
oppressed by the sheer number of day-trippers, whom he regards as less serious 
tourists, and, in common with a growing number of residents (at least those who do 
not derive their livelihood from day-visitors), he resents both them and what he sees 
as their intrusion upon his territory. He is also more and more conscious of shrinking 
value-for-money compared with earlier years. From this it is only a short step to a 
decision not to return in the foreseeable future and to the negative word-of-mouth 
publicity which this generates. The balance has tilted - substantially in favour of the 
excursionist - and to the obvious detriment of the city. 
The fourth phase - decline - can be extremely serious. The quality of life for 
residents suffers, and some choose to move out of the city completely. Employment-
creating companies move - or expand - elsewhere, and the number of longer-stay 
tourists plunges. The tourist infrastructure is not renovated or Improved adequately, 
and the process of decline accelerates. If we wish to develop this theme a little 
further, it would not be unreasonable to envisage a clearly visible decline in the 
appearance and fortunes of the city, with an increase in unemployment. 
In parallel to this, we should not forget the issue of the image of a city or locality 
in its competitive context. This asset may be an intangible one, but its important can 
hardly be exaggerated. Image is a rather delicate creation and would appear, from 
recent history, to be one which it is easier to lose than to replace or renew. 
If we were to attempt to summarise, we would say that, by tracing the dynamics 
of the life cycle, we could see that prices are a very fundamental factor in generating 
movement or change. Other factors may, of course, play a separate part, and others 
again (such as the basic principles of supply and demand, and the unavoidable truism 
that success brings negative effects as well as positive) provide the reasons why costs 
and prices rise or fall, but prices, in terms of perceived value-for-money, are the most 
constant determinant of a city's position in the cycle. 
Where Graz and Pécs, as tourist destinations, stand in this life cycle is, in the 
author's opinion, a somewhat complex question. Neither, throughout earlier years, 
had established a serious reputation as a destination worth visiting - as a "must" for 
either domestic or foreign tourists. Under such circumstances can one really speak of 
a late, or any other, phase? Graz was, apparently, declining rapidly in relation to 
tourism in the early '90s, and Pécs today is probably doing little better than holding 
its own or achieving a very minor improvement, but statements beyond that must be 
uncertain. Graz, however, took certain serious, conscious decisions in the mid-'90s 
134 
(discussed in detail in the next chapter), and, following the efforts and finance 
invested in the overall development, culminating in Graz 2003, is now enjoying the 
fruits of those decisions, with a solid position in the second phase of the cycle. It 
appears also that Graz is fully conscious of the cycle and will use every effort over 
the coming years to guard against unfavourable trends and the resulting problems. 
Pécs, on the other hand, lacks such experience and is not so far advanced -
either in its thinking or in its decision-making process - and whether the city, as a 
complex entity ofpublic and private interests, is sufficiently conscious of the Tourism 
Area Life Cycle (TALC) principle and both willing and able to apply the results of a 
thorough, objective self-evaluation needs to be considered carefully. 
The primary objective of such an evaluation process must be to enable a city to 
break out of the vicious circle of rise and fall - to furnish it with the tools for 
monitoring its position, speed and direction and for interpreting the indicators. As far 
as the latter are concerned, Manente and Celotto (2004) attempted a selection of 
indicators, which the author feels would be of considerable use to all concerned with 
the planning and operation of city tourism. Two groups emerged, and these form the 
basis of an interactive destination evaluation system (IDES) elaborated by these 
researchers within their project and directed towards a holistic diagnostic system. The 
essential elements of this creative approach are given below: 
Group 1 - Indicators providing a detailed definition of the destination 
1) Destination functions 
An outline of the destination is afforded according to urban and tourist functions. 
These are meant to indicate the most important qualities of the destination and allow 
easy comparisons. 
Urban functions 
• Urban Size 
® Role of the city within the transport network 
D Role within the national transport network 
0 Role within the international transport network 
Innovation 
D Role as catalyst in innovation at national level 
0 Role as catalyst in innovation at international level 
Service Sector 
D Role as catalyst at national level 
n Role as catalyst at international level 
a 
« 
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Tourist functions 
© Tourist/Resident ratio 
® Proportion of excursionists 
• Economic role of tourism 
® Role of tourist mobility on total mobility 
2) Tourism-consciousness of destination from the demand side and its evolution 
The destination can be evaluated in depth from the demand side by means of 
indicators related to the life cycle, to visitor flows, types of visitor, motivations, 
consumption behaviour and its evolution. This should be a fundamental step to 
identify declining trends and the possible factors of decline. 
Destinations Life Cycle 
• Life Cycle 
- Characterisation of tourist demand 
© Tourism demand market share 
Market segmentation by target 
• Motivations 
• Prevailing segment 
Evolution of excursionist demand 
© Evolution of excursionist flows 
Evolution of tourist demand 
• Evolution of tourist flows 
• Evolution of tourist stays 
• Evolution of tourist expenditure 
Seasonality 
® Seasonality 
® Low season average occupancy rate 
Consumption Behaviour 
© Consumption Behaviour 
© Demand Structure 
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3) Tourism-consciousness of destination from the supply side and its evolution 
The destination can be analysed from the supply side. The related indicators describe 
the local conditions of the tourist market and local responses to tourist demand. 
Tourist attractions,. 
Tourist complementary resources 
Private tourist accommodation 
Tourist activities' role 
Tourism labour force 
4) Tourism-consciousness of destination and its evolution according to 
indicators relating to the whole tourism system 
The destination can be analysed in relation to the destination's total economic environment. 
® Role of tourism on the local economy 
® Role of tourism mobility on total mobility 
• Localisation of accommodation and other tourism activities 
• Links between tourism supply and transport network 
Organisational and management culture in local tourism operators 
• Tourism organisation 
® Ratio of number of beds to local population 
• Level of cooperation 
5) Quality of life 
Quality of life in the destination under scrutiny is a joint product of resident and 
visitor contributions, together with input from the management systems of public and 
private institutions. 
Population growth rate 
Migration ratio 
Composition of population by age 
Per capita income 
House price/income ratio 
Consumer prices 
Evolution of cultural values and identity 
State of the environment 
Pollution 
Noise 
Level of congestion of public structures and services 
Security 
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6) Tourists' quality of experience 
Tourists' quality of experience, even if dependent upon a particular tourist segment, 
is based on the destination's system as a whole (tourist resources and supply, urban, 
economic and cultural environment) and is related to general quality of life indicators 
(e.g. tourist prices). 
Tourist prices 
Tourists' security 
Consumer satisfaction 
Repeat visits 
Group 2 - Indicators towards a dynamic analysis 
These indicators describe the interactions between the destination's environmental, 
social and economic structure and incoming tourism. They also show the positive 
actions and rales adopted by the local community when facing decline. 
1) Quality of socio-economic development 
This section presents the characteristics of the destination, such as the structure and 
evolution of the local economy, consumer price dynamics, and the planning process. 
Structure and evolution of the economic and productive base 
Intemalisation of the economic impacts 
Entrepreneurship 
Employment 
Consumer price dynamics 
Development control 
Planning process 
2) Quality of tourism supply development 
These indicators describe the destination's supply capacity with a resource-based 
approach (e.g. the quality and amount of commercial accommodation, the degree of 
specialisation etc.). 
Skills/education/cooperation 
® Ratio of skilled to unskilled workers in tourism 
« Ratio of tourism staff with post-secondary education 
© Amount of training and/or further training supplied 
• Forms and extent of know-how transfer and management in 
tourism 
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Capital 
« 
Networking inside and outside the destination 
Cooperative linkages of tourism firms and destination 
Liquidity/indebtedness of tourism firms 
• International character of firms 
• Distribution of tourism enterprises by number and size 
® Ownership questions and the vintage of real capital (age of 
enterprises) 
® Level of investment 
B Investment in hardware 
H Investment in software 
• Investment in human resources 
Technology 
• IT-based production and marketing systems (reservation and 
information) 
• Client data management, reservations, yield management 
Innovation 
Clusters 
® Product innovation 
® Infrastructure investments 
H Sports 
B Entertainment, events 
* Culture 
Other services 
Q Retail 
18 Financial 
83 Information 
Others' services to tourism enterprises 
B Marketing 
• Market search 
B Architectural design 
• Heritage and/or interpretation content 
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3) Tourism impacts 
Tourism impacts on the local economy are presented, although many of the indicators 
are related to those in the first group (tourism-consciousness of the destination from 
the demand side and its evolution, quality of life, etc.). 
Impacts on the local economy 
• Tourism GDP 
« Tourism employment 
• Contribution to import/export 
Physical threshold 
• Use intensity 
• Waste 
® Water 
• Air 
® Physical carrying capacity 
Social threshold 
e Social impact 
® Site stress 
® Traffic and congestion 
® Quality of life changes 
• Local satisfaction 
® Social carrying capacity 
Economic threshold 
® Tourist flow trends 
® Flow composition 
• Changes in tourism expenditure trend and consumption 
behaviour 
@ Quality of visit 
• Willingness to pay 
• Price dynamics 
• Private profit dynamics 
• Crowding out of non-tourism economic activities 
© Economic carrying capacity 
As indicated previously, the author believes that the adoption and use of such a set of 
indicators are essential for the creation of a rational policy for city tourism and to 
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maintain a favourable position, constantly targeting a level of tourism activity as high 
as possible, provided that this is, and remains, fully sustainable. 
To move on to more material concerns, van der Borg (1991) suggests that we 
recognise three effects which together make up the total economic impact of tourism. 
These are the direct, indirect and induced effects. Each of these may be seen to have 
both positive and negative forms - benefits and costs, respectively. It is the author's 
belief that a local authority can - and should - undertake a thorough examination of 
the likely outcomes before any serious commitment is entered into to develop tourism 
as a principle way in which to develop the local economy. 
5.2.. The tourism balance for a city 
It should not be an impossible task to create a rationally hypothesised tourism 
balance for a city or locality, an exercise which brings together all of the positive and 
negative impacts of tourism (such as we have discussed above), and which would 
enable a local authority to evaluate its options on a cost-benefit basis. 
It ought to be a straightforward matter to examine the likely components of 
such a balance by separating costs and benefits, and, within each, showing the type of 
effect likely to be apparent. 
5.2.1. Costs of city tourism. 
Direct costs would embrace the investment and operating costs incurred by the 
private sector in all forms and manifestations of tourism in the locality, but, in 
addition, we need to include public expenditure. This latter category refers to all of 
that expenditure by the local authority in the organisation and promotion of the city's 
tourist efforts. This would include such items as advertising and publication costs, the 
operation of one or more tourist offices and the mounting of public events. 
These are relatively easy data to extract - and they also suffer from the 
complication, as we attempt to quantify costs, that they provide revenue, profit and 
employment - probably within the city. For this reason, the other forms of costs 
referred to above may be more significant. 
In these, indirect costs would include public expenditure on infrastructure and 
facilities which would be used by visitors but which would also be used by residents. 
Very probably, visitors would predominate in terms of use, but would contribute or 
pay little or nothing, thus leaving a significant net cost with the city. 
Induced costs cover a wider area and, as such, merit serious attention. These 
costs are those created by, or a direct result of, tourism and, in their most obvious 
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forms, occur when a city has reached its peak of development as a tourist destination. 
The most visible would be traffic and human congestion - especially in city centres 
and in the immediate vicinity of the principle tourist attractions. This may be, at least 
initially, acceptable to visitors, but it becomes less and less so to the residents whose 
quality of life will clearly suffer, and to the city's business community who are 
directly affected in their economic life. Then latter may well have long-term effects, 
in that further or re-investment becomes less attractive under such circumstances. 
In the same category falls pollution - in one form or another. This is often seen 
as rubbish left behind by careless visitors - day-trippers rather than residential 
visitors - which strains the resources of the location to clear it away sufficiently 
quickly and frequently to keep the city clean and attractive continuously. Once more, 
this problem may, to a limited extent, at least, be ignored by tourists, but in a short 
time it will affect the longer-stay visitors and then the day-visitors, whilst it will have 
had a negative effect on the resident population from the outset. 
Probably the most significant negative effects - and their associated costs -
which will affect a city will arrive over a period of time, as the significance of 
tourism to the city increases. Since, at this stage, good profits are generated by 
tourist-related activities, these will be able to compete successfully with the 
established, non-tourist enterprises for, for example, prime sites in the city centre. 
The normal, everyday services and functions of a city, generally found in the centre, 
will be displaced by virtue of their inability to compete financially for such prime 
sites, and their places will be taken over by the more profitable tourist-related 
businesses, often irrelevant to the life of the city's residential population. 
5.2.2. Benefits of city tourism 
As mentioned above, tourism produces revenue - profit - and much of this finds its 
way into the local economy by one means or another. If a city is well-prepared by 
virtue of its production or service background to supply the demands of tourists, then 
the proportion of the revenue which filters down through the city will be greater than 
if the city is little more than a tourist attraction which must import most of what it 
needs to satisfy the visitors during their stay, no matter how long. As with costs, 
benefits can also be classified as direct, indirect and induced, which applies 
specifically to revenue, also. 
Tourism needs people - it creates employment. The Industry is regarded as 
being a relatively labour-intensive one, but this seeming advantage is offset by the 
fact that the quality of labour input required is not high - and by the fact that it is, for 
the most part, a seasonal demand and so unable to produce serious year-round 
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employment of the quality to justify the provision of further education or training. 
Again, this benefit has its direct, indirect and induced factors. 
Investment in the infrastructure usually has positive effects for everyone -
residents and non-tourist enterprises, as well as for the visitors. The quality of life 
may, in effect, be unquantifiable, but it is universally recognised as being of great 
significance in today's world - important and valuable from the various points of 
view of residents, established corporate entities and potential investors alike. It can be 
considered as almost a pre-requisite for economic growth and the future prosperity of 
a city or a region. 
It goes without saying that any decision to encourage tourism or to invest 
public resources in the industry should only be made if the balance of costs and 
benefits can be seen to be favourable. As suggested earlier, a thorough evaluation 
exercise is needed. Having stated the obvious, it should also be conceded that the 
exercise, whilst both necessary and feasible, is not very simple, since there are more 
interested parties than simply the local authority. The costs and benefits to be 
considered apply to different groups whose interests are likewise different. Local 
business interests are unlikely to have a uniform view of what is advantageous and 
what is not. Established enterprises may not welcome competition for (perhaps, 
scarce) labour and can foresee cost increases for them in many ways. The potential 
investors or entrepreneurs in local tourism have a totally different perspective and 
are quire likely to wish to drive ahead with little regard for others. The local resident 
population has its own mixed views, depending on individual circumstances - for 
example, on whether they have a job or are seeking one, whether they are older, more 
conservative and protective of their heritage. Possibly the final complication is that 
the cost-benefit balance changes with the phases of development in the life cycle. 
This merits some individual comment. 
5.3. The changing tourism balance for the city 
The objective of this study does not concern the interests of the private investor in 
tourism, but rather the long-term economic interests and growth potential of a city 
and its region - and whether tourism can or does contribute to these objectives. As 
mentioned, however, the balance of tourism is far from a static object; by any 
standards, assessments change, for better or for worse, constantly through the life 
cycle of tourism in any given location. 
In phase one of the cycle, benefits are slight. Whether at private or public level, 
investment has to be made and investment needs time to justify itself and to return 
benefit to the investor. For a local authority, assuming a decision to develop a tourism 
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strategy, the costs may be heavy, depending upon the level of ambition and upon the 
detail of the strategy selected. During the whole of this phase it is unlikely that 
benefits will outweigh costs, no matter how the calculations are made. (It should be 
borne in mind that not all of the cities which embark upon such a programme succeed 
sufficiently to reach the second phase, and so their efforts are reduced or abandoned, 
leaving a net loss in whatever comprise'the cities' accounts). 
Phase two must, of course, assume success or sufficient encouragement in the 
initial phase and the existence of adequate private Interest and investment to proceed 
with development. This phase is very much a rising one, with revenue and profits 
increasing and local benefits doing likewise, in both direct and indirect terms. Local 
costs will inevitably rise - but, almost certainly, at a rate well below that of the 
benefits. The tourism balance is favourable - probably very much so - and the city 
can both feel and see the benefits in an improving quality of life. 
The third phase is different, in that, whilst numbers will remain high - and may 
well continue to increase - the mix of visitors changes perceptibly. Less revenue is 
extracted from some segments (excursionists, for example) although overall income 
may still rise. At the same time, costs (to be able to accept and handle the sheer 
numbers involved) rise more rapidly. The indirect excursionists spend more of their 
money outside the city proper in this phase and other areas - suburbs or smaller 
regional centres - which start to reap some of the transferred benefit, without, 
perhaps, having to invest too seriously from public funds. The physical tourist 
capacity is breached and the city's ability to cope with, and benefit from, tourism in 
the newer form starts to weaken. The balance is probably still favourable overall, but 
a decline is noticeable. 
All phases are, in their different ways, critical, but the fourth phase - that of 
terminal or irreversible decline - has serious negative potential for the city, since the 
results may leave the city at a considerable disadvantage in terms of its future 
competitiveness. In this phase residential tourism has deteriorated heavily and the 
preponderance of visitors are day-trippers - excursionists of one sort or another. This 
means much reduced revenue for all, but continuing high costs to the public purse. 
The centre is probably still cocooned in its "tourist-city" wrappings, and so neglected 
by the city per se, and by current and potential business interests, thus deterring 
development. The increasingly necessary restructuring of the heart of the city 
becomes less and less affordable. 
If we attempt to review the whole cycle in relation to the tourism balance, the 
result may present something of a dilemma, in that, whilst the product of the first 
three phases may well be a positive one, the same cannot be said at the end of the 
fourth phase. The actual balance at that point is virtually certain to be negative, and 
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the level of this negative balance may be a burden for the city for many years to 
come. The question, therefore, must be one of how to avoid this potentially disastrous 
final phase of the cycle, whilst the difficulty facing local authorities must be to remain 
totally objective in their assessment of their city's true potential and of the ability of 
all of the various stakeholders to coordinate their efforts to avoid slipping into this 
terminal phase. 
It may seem to be a somewhat pessimistic view, but the author feels obliged to 
suggest that this may not be an easy matter, essential though it is. Since the period of 
time which such a process might be expected to take (from the opening of the first 
phase to the end of the third) is likely to be a number of years, it may be quite 
unrealistic to expect any currently interested parties, with their focus on shorter-term 
gain, to pay much attention to this. 
At the same time, and to redress the balance as fairly as possible, it must be 
emphasised that this process, as a whole, is not absolutely inevitable; nor, especially, 
is the duration of any phase predictable. The Tourism Area Life Cycle is a tendency -
innate, perhaps - but not an inflexible rale. As indicated earlier, careful strategic 
planning and controlled implementation - followed by continuous monitoring -
should enable a city to understand precisely its position relative to the cycle. With 
this, the city has the opportunity to intervene, to interrupt what might otherwise be an 
irreversible decline, perhaps to stretch out the "S" curve to a near-horizontal line on 
the graph. Decline can be avoided. 
We would like at this point to illustrate some of the principles referred to in this 
broad theoretical view by detailing the results of an empirical study carried out earlier 
by the author in both Pécs and Graz. Consideration in parallel of these theoretical and 
practical issues could help a city to elaborate an effective policy for the successful 
future development of tourism. 
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Chapter 6 
Reflections on the Future Development of City Tourism -
Based on Surveys of Visitors to Two Twinned Cities 
6.1. Introduction 
Tourism is one of the most successful sectors of the Hungarian economy and one 
in which significant development opportunities lie. This can be substantiated, for 
example, by the fact that hard currency revenue in this sector grew three-fold 
between 1989 and 1999. Experts estimated at that time that 9% of GDP came 
from tourism, with 300,000 people employed in the sector. 
One of the main aims of the Széchenyi Plan, that is to say, the National 
Development Scheme for 2001/2002, was to generate wide-spread improvements 
to tourism, bearing in mind that this is a very special economic sector whose 
development helps towards the simultaneous achievement of several different 
strategic goals of the economy, such as improving the balance of payments, job 
creation and regional development. In addition to these macroeconomic factors, 
however, tourist development has several direct objectives which should serve to 
encourage the uninterrupted and profitable development of the sector. These 
include a basic increase in the number of foreign visitors, the reinforcement of 
domestic tourism and the continuous improvement of standards of service. 
As they attempt to formulate their plans, experts in the domestic tourism 
field must acknowledge that Hungary, in reality, has no sites which are wholly 
recreational or touristic other than those of paramount importance - Budapest, 
Lake Balaton and the spa resorts - and, consequently, the role within tourism of 
Hungarian towns or cities which possess a wide range of historical monuments 
and cultural facilities is increasing. In this way the cities already have the potential 
to become profitable members of what we might term the international tourist 
circuit. Cities, by their very nature, have a capacity to attract; they can offer new, 
fresh experiences and a change of environment; they can more easily offer high 
quality services to visitors. Therefore tourists regard cities as "leisure products" 
which they use to expand their personal horizons of adventure and experience. As 
a consequence, according to the marketing-based approach, cities have to become 
specific and complex product packages which also bear the mark of multi-
functionality from the selling and purchasing point of view (Michalkó, G. 1999). 
Historic quarters can be marketed, not merely as being of cultural value, but 
also as gastronomic centres. We must not lose sight of the fact that this "city 
product" is "consumed" by tourists just as much as by local residents enjoying 
their own free time. Those potential conflicts which emerge from this need to be 
recognised and taken into account by experts, organisations and institutions 
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dealing with the planning of city tourism. City tourism, as an urban function and 
due to its facilities, has proved to be particularly promising ground for the 
application of market planning ideas (Ashworth-Voogd, 1997). This is usually 
carried out by local authorities playing a co-ordinating role in tourist traffic and 
entering into forms of association with representatives of private interests. To 
make this "public-private partnership" work effectively, and due to the essentially 
unpredictable demand for tourism and to the peculiarities arising from the non-
material nature of the product, local authorities have needed to have recourse to 
marketing tools which required the shaping of management methods of a totally 
new type, the latest market-oriented philosophy and organisational structures 
embodying this. 
The establishment of such a customer-oriented standard of city tourism was 
the aim of the local authority in Pécs in 1997 when a "visitor survey" of the city 
was carried out (alongside a tourism development concept based on this survey) in 
co-operation with the Department of Tourism at the Natural Sciences Faculty of 
the University of Pécs. Unfortunately, this initiative, primarily due to a basic lack 
of financial resources, was not followed by the introduction or elaboration of any 
operative scheme. The current city government regards the development of 
tourism in Pécs as a question of strategic significance - a matter closely related to 
a wide range of problems involving competition among county towns in South 
Transdanubia for the allocation of future roles to be played in certain specific -
exclusive - sectors of tourism such as Conference and Exhibition Centres. 
To ensure that the beneficial effects of tourism - highly stimulating for the 
general economy - are felt at the local level, the requirements of the "demand 
market" need to be tracked, assessed and analysed continuously, so that now, early 
in the new millennium, effective planning and action programmes may finally be 
introduced. The specific type of tourism which is expected to be successful in the 
future must primarily live up to the many and various demands of tourists; it must 
allow the local business community to earn a sound profit, benefit the local 
population, and it must also protect the natural as well as our structural 
environment. 
The fact, that tourism has both positive and negative impacts in economic, 
social and environmental terms on areas/communities hosting tourists, was 
accepted long ago (Beioley et al. 1990). In public opinion, however, tourism has 
always been considered a means of generating economic development and of 
fostering regeneration. In the 1970s this was seen, firstly, in rural areas (Duffield 
et al. 1981); later, in the '80s, the potential for urban areas in terms of tourism 
development was spotlighted (Vaughan, 1985, 1986). Then the theory that tourism 
had the capacity to play an important role in urban regeneration was developed 
(Collinge, 1989. In Law, 1990). 
This means that tourism should be promoted, not merely because of its 
direct effects, but also because of its impact on the wider urban regeneration 
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strategy (.Figure 13). The total impact of tourism on urban regeneration depends 
on the scale of the industry, the number of visitors attracted, the income brought 
into the area and the number of jobs created, the physical transformation of the 
area, and, through this and marketing efforts, the effect on the creation of a 
positive image of the city (Bakucz, 2002b). 
Figure 13 
Tourism and city-regeneration 
Source: The author's own diagram on the basic of Law, 1989. 
Although, in the longer term, tourism should produce both jobs and private 
investment, the initial need for improvements to the infrastructure and to the 
environment - and for key attractions - means that the public sector must play a 
major role in the inauguration of such a strategy. The question, therefore, emerges: 
How realistic are these claims for tourism as a catalyst in urban regeneration, 
particularly in the cities of Central-East Europe as they face the challenges of 
globalisation and of regional transition, having joined the EU in May, 2004? 
A great majority of these cities had been industrialised and had no tradition 
of tourism, and so, to answer this question, tourism should be examined from the 
wider perspective of urban regeneration. It is well known that some Hungarian 
cities - among them Pécs, a South Transdanubian city with a sub-Mediterranean 
climate and (as its logo says) with a Mediterranean atmosphere - have suffered 
considerable economic decline during the last decade or so. They can no longer 
rely on old, local or regional staple industries (such as coal-mining in Pécs) or on 
performing a regional leadership role. In the latter respect Pécs has also lagged 
behind in competing with other, smaller South-Transdanubian towns. Therefore, 
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cities such as Pécs must reposition themselves in the urban market-place and sell a 
product with a USP (Unique Selling Proposition) attractive both to companies and 
to people. 
hi general, cities wishing to remain competitive must attempt to attract 
appropriate productive activities such as high technology (science parks) and 
offices, and consumption activities, such as tourism, leisure and cultural 
enterprises. Within each of these categories we can detect various possibilities 
offering the opportunity to put a distinctive emphasis on local comparative 
advantage. Can this be city marketing in the case of Pécs and other, similarly 
situated Hungarian cities? 
To boost the local economy and to be able to feel the impact locally, it is 
essential to track continuously changing market demands, to carry out surveys and 
to analyse these - simply to be able to plan and compile a realistic operational 
programme. The only form of tourism which will succeed in the highly 
competitive years facing us is one which satisfies tourists' needs totally, which 
produces profits locally and which benefits the local population as a whole. 
In an attempt to stimulate the development of such efficient city tourism we 
carried out a survey in the summer of 2000. This, on the one hand, asked tourists 
visiting Pécs about their experiences during their stay in the town, and, on the 
other hand, consulted the local population as to how they judged their city's 
ranking in the competition for leisure and business tourism - in comparison with 
other Hungarian towns which might be regarded as competitors. 
The first part of this survey was also carried out in Graz, at very nearly the 
same time as in Pécs. The purpose of this was to examine the visitors to Austria's 
second largest city and provincial capital (a city which has achieved considerable 
success in city tourism) and to record the similarities and differences between the 
two. From these we would hope to be able to identify methods and procedures 
which, even by adaptation, might prove successful in today's Hungarian 
conditions. 
Why was Graz chosen as the bench-mark against which the adaptability of 
results obtained from these surveys could be viewed and analysed? One -perhaps, 
the - prime factor is that Graz is the undisputed capital of Styria, Pécs having the 
same position in relation to South Transdanubia, albeit less formally. There are, 
however, a number of other solid reasons which combine to make the choice 
compelling. 
Graz, Austria's second largest city has a population of some 225,000, whilst 
Pécs, Hungary's fifth largest, is some 30% smaller at around 160,000. Both are 
cities close to international borders and provide, in one form or other a gateway to 
the south or south-east of Europe. Likewise both cities are old, well-established 
centres of higher education and so offer excellent opportunities for such activities 
as R&D and the further development of sophisticated industry. Graz is already 
home to a number of high-technology industries as well as having succeeded in 
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adapting and developing its long important interest in the automotive industry to 
the current markets. Pécs, on the other hand, did suffer badly from the decline and 
ultimate disappearance of its old industrial base - principally the coal and uranium 
extraction industries - over the last 25-30 years, as the arrival of market economy 
forces in Hungary simply swept away both these and other, traditional activities 
such as leather and leather products. However, Pécs can claim some degree of 
success in replacing these with the growth of an active service industry sector and 
the arrival of serious international companies who are world-leaders in contract 
manufacturing operations. The latter, of which Elcoteq is the prime example, 
contribute hugely to the economic health of the city by their continuing hunger for 
high-quality labour, a factor which has given Pécs an unemployment rate below 
the national average. In short, both cities are on the way to becoming cities of 
international importance, albeit on the meso-regional level, even though Graz is 
well advanced along this road, whilst Pécs is at the very beginning of this journey. 
The natural, architectural and cultural environments of the two cities in 
question are basically similar and thus, in these terms at least, both are very well 
suited to the tourist industry in general. However, in Pécs, when compared to 
Graz, we can see very obvious shortfalls in such areas as the sheer volume of 
tourist traffic and basic infra-structural development. Moreover, Graz's rich, 
seemingly continuous, stream of events of a cultural, scientific and business nature 
and with a solid international reputation is totally absent. Nevertheless, our 
opportunity to learn from the progress and achievements of Graz, both to adopt or 
adapt their successful ideas freely, is considerable - and much enhanced by the 
amicable relationship existing between the two (twinned) cities, a close 
relationship dating back some 15 years and one which provides an established 
communications channel for co-operation - first and foremost in the field of 
culture and education, but with real prospects of solid expansion into the 
economic sphere in the future (Bakucz, 2001 f). 
Information gathered with the help of these surveys may equally help 
towards a more precise orientation of the marketing of the two cities, from both a 
general and a specifically tourism-related perspective, and towards the most 
appropriate development of the environmental, informational and service 
backgrounds. However, as a study of the results obtained shows, this applies 
above all to Pécs. 
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6.2. Methods used In the survey; statistical features of the sample 
examined 
6.2.1. The survey period 
The survey was carried out between the 26th of July and the 29th of October, 
2000, in Pécs and (for organisational reasons) a little later in Graz - starting on the 
31st of August but also finishing at the end of October. The number of survey 
forms filled out in Pécs (47 in July, 72 in August, 64 in September and 43 in 
October) highlights that the peak season of city tourism does not coincide 
precisely and solely with the summer months but also includes the early autumn 
period. Surveys in both cities, incidentally, were undertaken both on weekdays 
and at weekends. 
6.2.2. Ensuring representativeness in the surveys; sampling methods 
The objectives of a "visitor survey" are twofold: 
- to select a sample which, by virtue of its composition, offers a fair 
representation of the potential demand of tourists visiting the city and 
- to provide a basis, by recognising potential trends, for the selection of the 
main market segments. 
In our attempt to achieve both of these goals our main method of sampling9) was 
to contact guests by visiting a wide but balanced range of accommodation in the 
two cities, suggesting that guests filled in the surveys "in-house". With this 
procedure a "tourist mass" of proportions conforming to the composition, in both 
quality and quantity terms, of the available accommodation10' in Pécs could be 
assessed, whereas in Graz the head of the City's Tourist Office had (deliberately) 
drawn only guests of the "quality" (four-star) hotels into the orbit of those to be 
surveyed. Although this dissimilarity caused an imbalance In the number of 
surveys completed In the two cities (226 in Pécs as opposed to 43 in Graz) and, at 
the same time, might be thought to throw into question the representative quality 
and comparability of the data, we are convinced that it is perfectly possible to 
9 As the main sampling method we chose to contact tourists at their place of accommodation, since, 
according to such tourism experts as Dieter Hardt-Stremayr [head of the Graz Tourist Office] and 
Dr Nikolaus Hermann [head of the Steiermark Tourist Office] only those people can be regarded as 
tourists who spend at least one night in one of the lodgings of the given city. Apart from this we 
envisaged that, with a tourist who was actually spending a night in the city, there was a much 
greater chance of being able to conduct an interview. 
10 The types of accommodation covered in the survey in Pécs are: camping sites, youth/tourist 
hostels, "pensions" and three-star hotels. 
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draw valid conclusions regarding the principal trends and problems in both cities 
on the basis of these figures - for example, in relation to the matter of types of 
accommodation as featured in the survey - which reveals a relative lack of 
superior category hotels in Pécs. A supplementary survey method applied in Pécs 
(with a view to the enhancement of data-gathering efficiency) was to approach and 
question visitors looking for Information in the (centrally located) Baranya County 
"Tourinform" Bureau - done with the help of student researchers. 
In the interests of comparability, we made the very same, multilingual 
(Hungarian-English-German) survey available to tourists in both cities. 
6.2.3. Basic characteristics of the sample assessed 
In the case of the surveys undertaken in Pécs, 51% reflect the opinions of 
domestic and 49% of foreign tourists, whilst in Graz the figures are 31% and 69%, 
respectively. From this basic proportional difference we can already deduce that 
Graz, in certain respects at least, can attract foreign tourists better than can Pécs. 
Visitors who filled in the survey forms came to Pécs from 14 different 
countries (in Graz from 9). It is interesting to study the similarities and differences 
between the countries of origin in respect of the actual numbers of tourists. In both 
cities German guests formed the majority of visiting foreigners, although the 
percentage in Pécs amounted to only 28% of the total, as opposed to 33% in Graz. 
Figure 14/a 
Categorisation of visitors questioned in Pécs in the survey period (July 26th to October 
2 9th,2000) - by country of origin, headcount 
Hungarian Austrian German Others 
Source: The author's own diagram. 
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Figure 14/b 
Categorisation of visitors questioned in Graz in the survey period (August 10th to 
October 29th, 2000) - by nationality, headcount 
Source: The author's own diagram. 
This disparity was magnified by the fact that the latter percentage was higher than 
the proportion of domestic tourists visiting Graz (31%), whilst in the case of Pécs 
domestic tourists were in the majority during the survey period. Special attention 
needs to be paid to the detailed analysis of the "Other Nationalities" category 
which was more significant in Graz (24%) than in Pécs (15%) - and which also 
had a different composition. Those visiting Pécs were more diffuse from the point 
of view of nationality - i.e. visitors from Eastern, Western and Northern Europe 
featured as well as guests from outside the continent, whilst this category in Graz 
comprised: one guest from (each of) Ireland, Denmark, Spain, Italy, Hungary, 
America and Canada. From this no serious conclusions can be drawn for two clear 
reasons: 
- the quantitative difference between the surveys recorded and qualifying for 
evaluation in the two cities and 
the disparate range of guests in the types of accommodation examined -
previously mentioned in this analysis. 
The common factor in the field of foreign visitors to the two cities - that of 
tourists from Germany - is worth particular attention. With the motivations for 
these visits, together with their related opinions, we shall deal at a later point. 
However, in order to attract more members of this most important national group, 
it may well be that the organisers of city tourism in Pécs should consider with 
especial care their available options in respect of successful practice in Graz - and 
of the adoption of these (or of adapted versions) locally. 
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6 ,2.4. Breakdown of domestic visitors by residence 
Domestic visitors to Pécs came from a fairly wide range of locations. The 115 
Hungarian tourists surveyed came from 47 communities, although most were from 
Budapest (24) and from the Transdanubian region (67). Apart from those from the 
capital, significant numbers came from other major cities (Debrecen, Miskolc and 
Szeged) and from "competitor towns" (competitors from the point of view of city 
tourism, that is) such as Eger, Kecskemét, Sopron and Székesfehérvár. In respect 
of geographical area, people from within an area bounded by a line running from 
Zalaegerszeg - Lake Balaton - Székesfehérvár - Budapest (Pest County) -
Kecskemét - Szeged were in a majority (93). The clear explanation for this pattern 
of visitors we believe to be one of accessibility in terms of traffic. A good traffic 
infrastructure, and by this we mean the improvement of the road network in the 
next decade, would contribute significantly to any success which Pécs might 
register in the field of tourism. 
The Graz survey shows no unusual features when we analyse the regional 
origins of Austrian domestic tourists. 
6.2.5. Sociological and demographic features of the visitors surveyed 
In the period under survey the research undertaken by the selected method does, in 
our opinion, represent adequately and fairly a cross-section of tourists visiting 
Pécs - and at the same time satisfactorily indicates certain trends in respect of 
Graz. 
Tourists questioned in Pécs and Graz can be categorised, on the basis of 
their age, into three categories: [a] Young people (below 29), [b] the active 
middle-aged (30-49) and [c] those of more advanced years (50 and over). We 
believe that, in respect of all opinions relating to city tourism where age is a 
decisive factor, this basic classification is the most appropriate. 
One significant factor emerging from the results of our survey likewise 
suggests that, if we look solely at the requirements of foreign tourists, it should for 
the most part be those of the Germans in the 50+ age bracket which should be 
considered most seriously by the Tourist Authorities in both cities. The same age 
group should be targeted likewise in the case of those foreign visitors grouped 
under the umbrella term "Other nationalities". 
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Source: The author's own diagram. 
One difference appeared, according to the survey carried out in the two cities, in 
the significance given to the question of age by domestic tourists since there were 
no outstanding dissimilarities among the three categories mentioned - although 
the "middle-aged" slightly outnumbered the others. Pécs was mainly visited by 
domestic tourists from the "young" categoiy, which is probably due to the summer 
programmes organised especially for them. Here we should also mention that, 
compared to the 1997 survey on tourist visitors to Pécs, (which we touched upon 
at the beginning of this chapter) one positive improvement can be noted regarding 
what we might term "overnight shelter" offered to young people. Their numbers 
have grown significantly following the summer opening of university dormitories 
as student hostels operating as commercial, limited companies. 
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Figure 16/a 
Source: The author's own diagram. 
The proportions of the sexes were shown to be nearly the same with domestic 
visitors to both Pécs and Graz. However, with German tourists and other foreign 
nationals (the former outnumbering all others, as previously stated), men 
comprised a slightly larger percentage in both cities. It goes without saying, of 
course, that their motivations and demands in particular need to be taken into 
account by specialists dealing with incoming tourists. 
Covering the wide spectrum of occupations, those questioned classified 
themselves as belonging to one of nine different groups. Whilst most of those 
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visiting Pécs fell into the employee/civil servant and student categories, it was the 
higher-ranking employees/civil servants who outnumbered the rest in the Graz 
survey, although those in the employee/civil servant bracket featured substantially 
also. 
Figure 17/a 
Categorisation of visitors questioned in Pécs - by occupation, headcoun t 
Figure 17/b 
Categorisation of visitors questioned in Graz - by occupation, headcount 
Source: The author's own diagram. 
If we examine the figure illustrating the results, we can see that the range of 
visitors to both cities represents the different layers of society on a large scale in 
respect of occupation, with the more prominent segments being roughly identical. 
The only differences to be found would derive from the weighting accorded to 
them. Surveys in Pécs were mostly completed by visitors coming from small 
towns with populations in the 5,000-50,000 bracket, whilst in Graz; this segment 
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To summarise the sociological and demographic profile of the range of visitors 
surveyed in Pécs and in Graz, we can recognise the following common features: 
- the overall range of visitors to both cities shows a bias towards the 
employee/civil servant sector 
- in relation to foreign visitors both cities mainly attract German tourists 
over the age of 50 
- tourists from smaller towns (with populations in the 5,000 to 50,000 
bracket) make up a significant element. 
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6.2.6. Evaluation of their visit by the range of tourists questioned 
How the visitors questioned categorised their visit to Pécs or Graz showed one 
single point of similarity: in both locations many of the guests (67% in Graz and 
47% in Pécs) spent no more than a very few days in the city with the aim of taking 
a short holiday. 
A survey carried out by TourMIS11} in 1999 in connection with City 
Tourists in Austria also confirms that "short visits" are the most typical. This is 
also supported by data released by Tourist Authorities since, according to these, 
the average number of guest nights spent in Graz is 1.9 (Hardt-Stremayr, 2000) 
whilst in Pécs the figure is even lower at 1.6 (Varga Csaba12), 2000). Specialists in 
the catering trade would like - above all else - to see an increase in these mean 
values, since this is one of the most important sources of profit In the whole 
tourism sector. 
Based on the data produced by our survey, we can state that tourists arriving 
for a short visit in either of the two cities came chiefly with the intention of 
sightseeing (57% in Graz and 47% in Pécs), although visits to relatives or friends 
and participation in cultural events in the city also feature as significant motives. 
Organisers of city tourism need to allow for this factor in general when they are 
preparing their programmes for widespread marketing to both foreign and 
domestic tourists. One, somewhat negative, example might serve to justify this -
namely the "Garden Exhibition" (Gartenschau) held during the Summer of 2000 
in Graz. The concept was remarkably original and the event would ideally attract 
large crowds of tourists. However, instead of the hoped-for 1 million visitors, the 
organisers only recorded 450,000 (65,000 of them foreigners) when the event 
closed (as planned) after six months. 
The programme clearly incurred a heavy loss from the organisers' point of 
view, a loss which can be attributed to several factors: 
- to construct - build the physical infrastructure for - the project was 
extremely expensive, notwithstanding significant sponsorship from the 
Raiffeisen Bank, 
- the "product" was not sufficiently appealing or marketable and 
-- (related also to this latter point) the entrance price charged was extremely 
high. 
11 The abbreviation TourMIS stands for "Tourismus Marketing Information System" (in Austria) 
which is a common project of the Austrian National Tourist Bureau and experts involved in 
applied research in the domain of tourism. 
12 Varga Csaba, HungarHotels, Director of the Hotel Palatínus, Pécs. 
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After such a discouraging experience, it was certain that this particular event 
would not be repeated in the near future in Graz. However, other cultural 
initiatives introduced in parallel with the main 2000 programme 
("Camtn.gr.2000" - a special "Art-Science-Communication" "Expo", and an 
exhibition of paintings by Gauguin) aroused very strong interest among tourists 
visiting the city (Bakucz, 200If). 
6.3. Assessment of the two cities based on the importance off 
fac tors included in the survey 
In our survey, the tourists interviewed assessed their stay in Graz or in Pécs in 
broad terms on a scale ranging from 1 to 5. The results produced an average of 
about 4.0 in both locations, although a much greater degree of diversity can be 
observed in the responses and opinions of the tourists in relation to the 12 selected 
aspects of the city featured in our survey: 
Figure 20 
Assessment of Pécs and Graz based on factors included in the survey, analysed by 
nationality 
a) Pécs b) Graz 
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This section of the survey was aimed at discovering how tourists assessed Pécs 
and Graz at the time of the survey in relation to the factors specifically mentioned. 
The assessment system was based on marks ranging from 1 to 5, in which "1" 
meant "the city had nothing to offer at all" whilst "5" represented the maximum, 
the ideal. The average judgement of each factor exceeded 4.0 in Graz, except for 
that of "price levels" applying in the city (a particularly challenging point). For 
this Graz scored no more than 3.4. In Pécs the availability of a range of 
accommodation, the amusement facilities, factors making the tourist's life easier 
and more pleasant, together with the question of the actual accessibility of the city 
produced scores below 4.0. It is an interesting coincidence that not even the price 
levels applying in Pécs were found especially attractive - either by foreign or by 
domestic tourists. 
The factor analysis applied to the data from Pécs basically verified the image 
evolving from these average scores, since it demonstrated that individual opinions 
were wide-spread in relation to the quality and variety of accommodation offered 
in the city, the attractiveness of price levels, and, most significantly, from the 
point of view of the basic accessibility of the city. 
The matrix drawn up through the analysis demonstrates the closeness of the 
connections between the individual variables and whether their connection is 
weak or strong on the basis of the correlation coefficients. Therefore, it seems 
beyond question that there should be a strong interdependence between the 
atmosphere and the unique features of Pécs - which is further reinforced by the 
location of the city. These three factors were shown to be of crucial importance in 
the tourists' choice of destination prior to their arrival in Pécs. The atmosphere 
and unique features of Pécs were also judged fairly positively by the German 
visitors to the city, who themselves constitute the most significant foreign segment 
among tourists. 
Local organisers charged with the planning of city tourism need to pay 
attention to their opinions and demands to a greater extent, not only because of 
their importance in terms of numbers, but also because of their attitude, which 
proved to be even more critical than that of domestic tourists in the case of both 
cities. In their judgement, Graz has a clear-cut advantage over Pécs from the point 
of view of the infrastructure - which both serves and promotes city tourism - and 
from that of shopping facilities. The damning criticism of the latter in respect of 
Pécs should be a warning for the city planners, in that, after the developments of 
recent years which have focused on building shopping centres in the suburbs, it 
would be beneficial to "return" to the heart of the city in order to promote the 
profitable operation of the older retail units there, many of which have sound, 
well-established names. (We must, however, acknowledge that the establishment 
of the "Arkad" shopping mall in the city centre is at least a step in this direction) 
One special project of the Graz City Council is a good example of this: it 
concentrates upon the entrepreneurial interests of proprietors and tenants of 
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businesses situated in the city centre, supporting them in attracting as many 
customers as possible - including both foreign and domestic tourists - and at the 
same time encouraging traders to look after the priceless architectural environment 
of the inner city and its sustainable development. 
On the basis of the factor analysis evaluating the data from Pécs, we can 
assert that, in the minds of visiting tourists, the quality and variety of 
accommodation, the standard of amusement facilities and the shopping 
opportunities - as well as the quality of food and drink - are strongly inter-linked. 
This reinforces the important role of the urban infrastructure in the concept of city 
tourism. 
The results should encourage us to use all means possible to support and 
strengthen the role of tourism in Pécs. They were obtained by questioning those 
tourists who contributed to the survey as to which Hungarian city they would 
choose as the notional supplementary destination of a package-tour - following 
the "obligatory" visit to Budapest. The destinations listed as options are 
considered to be the strongest potential competitors in the field of tourism. 
Of the five destinations, Pécs was ranked first, followed, in order, by 
Sopron, Eger, Debrecen and Szeged, The evaluation by the visitors was achieved 
by means of their assigning a preference ranking order to each city (on a 5-point 
scale), and so the final, overall position referred to is based upon the average of 
the ranking positions awarded by all who completed the questionnaire. Clearly, 
these would include tourists who had already visited one, more, or all of the 
alternative destinations, as well as some who had visited none, but whose opinion 
was formed by impressions from a distance or from hearsay. Furthermore, the 
survey was conducted in Pécs, and so it is clear that those questioned had already 
made some form of choice, however limited in its scope, when compared with the 
options in the questionnaire. Nevertheless, we do believe that the complexity of 
the background to the survey, and also its breadth, make the results reliable for the 
point of time at which they were obtained. 
It is, however, significant that, in the intervening period, the relative position 
of Pécs (including its region) has suffered from a virtual standstill in the creation 
of an adequate transport infrastructure. Current, relevant tourism data suggest that 
Pécs now lags behind the more accessible cities of Sopron and Eger. This is 
especially disappointing, since there is no question that Pécs has, during this 
period, made positive and serious attempts to attract more domestic and foreign 
visitors by organising and hosting a wide range of festivals and other cultural 
programmes of genuine quality. Nonetheless, the author firmly believes that this 
direction is the only rational route available to the city in developing both the city 
itself and its region - a matter which will be returned to more specifically in the 
final section of this work. 
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6.4. The most significant determining factors for tourists visiting 
the two cities 
The second major group of questions in our survey examined the scope of the 
most significant considerations for tourists visiting Pécs and Graz, on which they 
based their choice of destination. We asked them to give their views on all 20 of 
the questions listed below - specifically, whether they appeared to them to be 
"entirely", "mostly", "somewhat" or "not at all" [true]. 
Figure 21 
Summary of motivations for the visit, by nationality 
a) Pécs b) Graz 
Source: The author's own diagram (Bakucz, 2002b). 
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The summarising diagrams present, broken down by nationality, the extent to 
which visitors to the two cities identified themselves with the individual 
motivational factors. 
A comparison of these figures reveals several common factors in the 
motives for decision-making - in those motives regarded as most important by 
those tourists who actually visited the cities of Pécs and Graz. Their accounts 
coincided in the eight cases listed below - in order of appearance in the 
questionnaire, rather than in any order of ranking of result: 
- amusement and entertainment 
- comfort and being "spoilt" 
- cultural events and sights 
- a change from the usual surroundings 
- to be absolutely free-and-easy 
- an interest in the lifestyle of local residents 
- a sense of security 
- a chance to enjoy good food and drink. 
Great emphasis was laid on the last motive in both cities - and in the evaluation of 
both domestic and German tourists - all in addition to their clear demand for a 
city-stay providing recreation, comfort and a sense of security. This result points 
out anew that the extent to which a town attracts tourists is determined by its 
infrastractural facilities (an adequate selection and variety of accommodation, a 
good range of restaurants and also public safety). 
6.5. Some inspirat ional examples f rom G r a z 
The provision of cultural events and sights is a priority for a city which organisers 
simply cannot ignore as a potential source of attraction when the city tourism 
marketing plan is drafted. This is also reflected by the data from our survey, since 
in both Pécs and in Graz a large section of domestic and foreign (above all 
German) tourists attached great importance to a spectrum of cultural events from 
which to choose when deciding on their destination. This is the tendency which 
city tourism managers in Graz followed when they developed an overall scheme, 
the aim of which was to make Graz the Cultural Capital of Europe in 2003. 
"Kulturstadt 2003" did not merely offer a unique, not-to-be-repeated programme 
for the year in question; it also set a target of turning the city into a permanent 
cultural centre of a standard similar to that of Salzburg, and also to raise its status 
to that of "Festival City" by means of continuous and conscious "image-shaping" 
efforts. Graz wished to achieve this by keeping to the "business-ethics" principles 
set out by the City's Mayor with reference to the competition between cities: "Graz 
is chiefly a partner and no competitor for other Austrian cities." In Austria, city 
elders and councillors are united and urged by the "Österreichischer Stadtebund" 
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(Austrian Cities Association) to co-operate in order to be capable of serving the 
prosperity and enrichment of their citizens (in brief, "local development") as 
effectively as possible. 
The projects listed below demonstrate the pursuit by the leaders of Graz of 
their complex goal, in co-operation with experts from many different fields, to 
strengthen the position of the Styrian capital in relation to their competitors in the 
field of Austrian tourism. The scheme "Ökostadt 2000", commencing in 1991, 
considered numerous environmental problems in an integrated way and 
endeavoured to outline a uniform local environmental policy for the city up to and 
including the turn of the millennium-. It was due to this programme that Graz 
became, a highly unlikely development for such a large city, the "City of Pure 
Water" as one element in a dynamic image which is continuously forming, re-
forming and expanding. 
In a totally different context, a complex training programme was aimed at 
attracting the attention of those interested in the role of human rights, democracy 
and the law, an initiative which, at the same time, also served to spotlight Graz 
very favourably. The strategic objective of the project was to advance Graz to the 
rank of "City of Human Rights" - the very first in Europe. This title was to give 
an extremely serious and important distinction to the city, since, due to its 
geographical location, it serves as a gateway to South- East Europe, and, as such, 
Graz can actively promote the unification and integration process of the region 
into Europe, both in the political and in the economic sense. 
The examples listed to date indicate that a wide range of image-shaping 
possibilities can be ascribed to this complex "city product" - greatly assisting in 
its recognition by consumers (whether tourists or local residents). In the case of 
"traditional" goods, and in accordance with marketing concepts, image plays a 
vital role in most customer choices and is closely related to the value represented 
by the product. This induces customers to prefer one "brand name" (product) to all 
the others. It is our firm belief that the same mechanism applies to the marketing 
of the more complex "city product"; the consumer (tourist, local resident, investor 
etc.) selects a product (a brand), and this happens where he/she encounters good 
conditions, satisfying quality and value (essentially, the "feel-good" factor). If an 
analysis of the business environment (in our case the competitive situation of the 
two communities examined in the field of city tourism) reveals that they have no 
sustainable advantage over their domestic competitors, then a new marketing-
strategic target needs to be set and new products (brands) have to be established. 
Throughout the continuous market-planning which is directed towards exploiting 
the assets of the City of Graz, the achievements and reputation of the competition 
and the ever-changing demands of the consumer are continuously studied and 
assessed, so that marketing plans can be modified and refined. If required, new 
products (brands) are created which differ from those offered by competitors (i.e. 
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"branding") and their unique selling propositions are searched for, so as to 
stimulate the marketability of the city product (Marconi, 1999). 
We regard these examples from Graz as highly promising and offering 
excellent prospects for the marketing of the "city product" since they testify to the 
adaptability of marketing practices developed in profit-oriented economic 
organisations (Bakucz, 200If). 
6.6. City "positioning analysis - as jiistiffleatiom of the adaptability 
of "Graz best practice" 
Following the processing of the responses provided by the people questioned, we 
can safely assume that the greatest domestic competitors, the greatest by virtue of 
their current positions in the field of business and leisure tourism, for Graz and 
Pécs, are illustrated in the following figures. 
Figure 22 
Relative positions of Pécs and 4 selected Hungarian cities in business and leisure 
tourism 
Please note: the figure indicates that the position of Pécs in city tourism is viewed more 
pessimistically by opinion leaders and experts than by the local population. 
Source: The author's own diagram (Bakucz, 2001c). 
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Figure 14/b 
Relative positions of Pécs and 4 selected Hungarian cities 
according to opinion leaders questioned on location 
Leismre Tourism 
Source: The author's own diagram. 
On the whole, the positions held by the two cities surveyed can be considered 
similar from the perspective of city tourism, which opens the door to the 
opportunities for adaptation and adoption - to which we have referred previously. 
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6.7. Concluding facts, thoughts and implications 
According to a relatively recent Austrian survey (Stadtetourismus in Österreich, 
TourMIS, 1999), in 1999 Graz managed to produce a growth of 0.7% over 1989, 
22.4% over 1995 and 4.4% over 1998 - based on the number of visitors' overnight 
stays. This outstanding performance verifies the success of the conscious and 
deliberate "City Policy" which, in 1995, laid out a new economically stimulating 
strategy for Graz and, as an organic part of this strategy, the direction to be taken 
by the city in the field of tourism. To implement this, a new network system called 
"Graz Tourismus" was brought into existence - also in 1995 - which brought 
together various institutional efforts to establish projects aimed at a rapid 
development of city tourism. This new institutional network is highly market-
efficient and helps materially in accomplishing the basic tasks inherent in 
receiving tourists. 
One element of strategic significance in the institutional system responsible 
for city tourism in Graz is the "Economy and Tourism Development Department" 
functioning within the official framework of the town hall which 
- acts as a link connecting the public sector and private business interests, 
- acts both as a co-ordinator and as an initiator of trend-shaping projects at 
one and the same time, 
- functions as a partner in the handling of affairs related to financial 
subsidies at the national level and 
- advances the complex economic development of the city through its 
operation (Bakucz, 2002b). 
"There are many reasons for visiting Graz, not just the grand prominent events. 
Graz is capable of casting a spell on the visitors because the town forms a genuine 
and authentic product." (Dieter Hardt-Stremayr, Head of "Graz Tourismus") 
Table 21 
Graz - the number of visitor nights and percentage changes between 1989 and 1999 
1989 1995 1998 1999 
% change 
1999/1989 
% change 
1999/1995 
Number of 
visitor nights 
582,389 479,439 561,729 586,684 0.7 22.5 
Source-. TourMIS, 1999. 
The positioning of a city is fruitful if it is in possession of a programme package 
which is strategically planned and consistently implemented. An essential element 
of this process in Graz is the presentation of the city's economic and tourism 
development plans in as comprehensive a way as possible and the initiation of all 
interested parties into the various action programmes. One of these is the so-called 
"ECOPROFIT Tourismus' scheme which produces suggestions regarding changes 
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in the practices of entities involved in tourism so as to promote economical and 
environmentally friendly operation. By doing this, it helps also to improve the city 
image, and this in its turn contributes to an increase in the number of nights spent 
by visitors in the town. 
Compared to the low point of 1995, the number of guest nights spent in 
Graz rose by over 100,000 in 1999. Over 58% of this total of more than 586,000 
originate from business, 27% from "sightseeing and cultural" and 15% from 
conference tourism (TourMIS, 1999). 
With regard to the development of Pécs, it is of vital importance that the city 
local authority, in co-operation with experts in tourism, should decide which of 
the these three above-mentioned segments characterising the city tourism market 
should yield the greatest profit in future years and then implement the appropriate 
policies - in this way promoting the general economic development of the city. 
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Chapter 7 
Cultural Capital of Europe Status as a Means of Future 
Economic Development for the City of Pécs 
This concluding chapter aims to show and analyse a possible future way to 
regenerate an earlier industrialised city - Pécs - and its region. In this section the 
process of developing Graz, a twin-city of Pécs into "the Cultural Capital of 
Europe 2003" is briefly examined with the purpose of demonstrating a positive 
example in this respect. 
As this specific event, the European Capital of Culture (later ECC) Project 
expected, amongst many other benefits, to increase tourism-related Income of the 
city and of its related region, to approach this topic we should attempt to overview 
all of the pros and cons regarding tourism development. 
7.1. The positive and negative sides of tourism development 
Arguments in favour of tourism-based economic strategies centre on four main 
themes (Williams and Shaw 1990): 
- The flexibility of the tourism product makes it especially suitable to local 
economic policies, 
- The low rates of capital formation per job in tourism make it particularly 
suitable to employment-driven economic policies and, at the same time, a 
low-cost strategy. This is also connected to a further argument concerning 
the potential for small firm growth in tourism, and therefore its relevance 
to Small and Medium Sized Enterprise (SME) based policies. 
- The speed at which even relatively large-scale tourism developments can 
be implemented as a result of favourable demand and production 
conditions has to be highlighted. 
- Tourism is favoured as an instrument of economic policy because of its 
potential as a catalyst for wider economic changes. Tourism-based 
initiatives can transform derelict physical landscapes, lead to improved 
infrastructure (particularly in the area of transport) and foster better service 
provision for the local community, possibly leading to a higher confidence 
level both among the local residents and the whole area, which itself might 
attract new investment in the locality. 
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There is a negative side to tourism-based development and., therefore, the 
following counter-arguments should be outlined in relation to the four specific 
themes mentioned above: 
- Tourism development is inherently uneven and differentiates between 
regions and localities. 
- While it is conducive to small business formation, the quality of such firms 
may be questionable. 
- As it permits rapid economic growth, it may also be subject to equally 
rapid processes of decline. There is, therefore, a need to pay greater 
attention to product cycles, uncertain demand and competition conditions 
in the tourism industry. 
- Tourism may generate wider social and economic costs, not least of which 
are social conflicts between locals and immigrants (both temporary visitors 
and residents) and house price inflation. 
There is no precise formula by which we can predict whether the advantages will 
outweigh the disadvantages in any particular community. The conditions and the 
possible consequences of any specific tourism development project have to be 
analysed thoroughly in each individual case. In this chapter, we do not aim at any 
deep analysis of the fundamental features of tourism; we simply attempt to 
highlight some of the major issues of "big event" tourism and of local and 
regional development. 
At the beginning of the 21st century it would be most accurate to say that 
there are many different forms or tourism and that each has distinctive regional 
implications, not necessarily conforming to any simplistic periphery-centre or 
centre-periphery model. Table 22 represents an attempt to summarise some of the 
salient regional features of the forms of city tourism: 
Table 22 
Typology of the regional implications of city tourism developments 
Type of region 
Type of tourism Locational Bias Selective Regions 
Core Periphery Capital Urban Rural Coastal 
International Cultural + •f 
Industrial Heritage + + ? 
International Confe- + rence and Exhibition T 
Conference + + + + + 
Exhibition + f + + ? 
Business General + + 
"EVENTS" + + + + + + 
Source: Selected in part from Williams and Shaw, 1990 p. 6. 
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As we can see from the above., two of the most polarised forms of urban tourism -
International cultural tourism and international conference tourism - are 
essentially capital city activities. In contrast, "events" tourism can be, and often is, 
located in many types of region. These may be supplementary tourist attractions 
such as the Arts and Gastronomic Weeks in Pécs or, as with the Summer Open-air 
Theatre Festival in Szeged, the truly major tourist attraction. They can be based 
on traditional events or they can be entirely new creations. One example of the 
latter is the internationally highly respected title of "Cultural Capital of Europe", 
the gaining of which seems a most attractive and promising project, at least from 
the point of view of the local authority and of business development experts in 
Pécs (Bakucz, 2003b). 
7.2. Conclusions from an earlier comparative study of European 
Cities of Culture 
It is unnecessary to say that events of this complexity and magnitude require to be 
handled with great care and with even greater application. The publicity attached 
even to news of a city's initial application generates high expectations and the 
spotlight is focused very directly and strongly upon the city and its leadership. In 
spite of the fact that the European City of Culture (ECC) project is some twenty 
years old, very little has been generated in the way of serious research into the 
events - either individually or as a whole - dealing with the formidable 
preparation required and with the financial implications (both initial expenditure 
and the subsequent revenue). 
Wiesenhofer and Schwarz (2001), however, examined details of planning 
and operational management and attempted also to assess the impact on the local 
tourism industry. Their analysis of secondary data takes us as far as the individual 
city's final report on the event. For them the three most important factors were 
organisation, marketing and tourism. They went on to examine and evaluate each 
of these with the aid of three criteria and drew conclusions accordingly. 
Between 1985 and 2000 a total of twenty-four cities became ECCs (the high 
figure being the result of special arrangements for the millennium) and a 
questionnaire was distributed to all of these - directed, wherever possible, to 
individuals or organisations who had been involved at the highest level in each 
case. A total of eighteen of the twenty-four were finally persuaded to assist. 
Without indulging in excessive detail, we shall attempt to summarise the 
main findings of the study. Questions were put as to the reasons why - the 
motivations - a city might wish to target the title. A clear ranking of motives 
emerged quite early and consistently. In first place came a desire to bring about an 
improvement in the city's overall cultural scene. In second place came the 
recognition that the title would hugely enhance the image of the city at 
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international level. Interlinked with this came the judgement that success would 
open the doors to pan-European relationships and networking - in the early days 
of the project rarer than found today. After these concerns - in third place -
ranked the belief that a city's nomination would be certain to bring about 
improvements to the local infrastructure (perhaps, irrespective of the source of the 
funds necessary to achieve this). The renovation or enlargement of the old, and 
the construction of new, facilities stood out. One might, of course, wonder 
whether these material concerns might, in some cases at least, have played a 
greater part than admitted in this questionnaire - and that a degree of lip-service to 
culture had been felt necessary. It cannot be denied that the event is seen widely 
as a splendid opportunity to be seized in order to improve the physical 
environment. 
Probably the outstanding illustration of this is Glasgow, which held the title 
in 1990 and whose overall infrastructure was transformed. It would be most 
surprising if later candidates had not been greatly impressed by the beneficial 
results for the city and strongly motivated accordingly. 
When Glasgow was designated, it was inevitable that the general reaction 
would include surprise - even shock. It was totally unlike any of its predecessors 
- Athens, Florence, Amsterdam, Berlin and Paris - and, as events developed, few 
of its successors bore much resemblance to it either. Glasgow is by no means a 
newly founded urban mass, but little trace remains of its older history, and It had 
becOme little more than an early- to mid-nineteenth century sprawl of heavy 
industry, based upon local coal and on the related metal-foundries - a distinctly 
unattractive, post-Industrial Revolution conurbation straddling a short but 
significant river. The industries which flourished there were iron and steel 
production and fabrication - and shipbuilding. These industries were labour-
hungry and fed on great numbers of poverty-stricken labourers flooding across 
from famine-ravaged Ireland The housing built to accommodate them was 
likewise unattractive and disfigured a large area - although it must be said that 
some architecture in the centre of what was a prosperous city was admirable, 
producing the best of classical, late-Victorian buildings. It was, however, 
unsurprising that the much of the city became, even during the years before these 
industries declined, dirty, deprived ghettos. 
Glasgow's preparations for 1990 did include a substantial amount of 
cleaning-up of unattractive, abandoned or derelict buildings and sites, and solid 
improvements to roads and traffic-related facilities, although, perhaps, at least as 
visible was the appearance of new, renovated or extended hotels and new or 
refurbished cultural venues. Publicity was intensive and the whole of the UK was 
made aware of the forthcoming event in what is a relatively peripheral area of the 
country as a whole. 
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The results produced by the year are interesting. It is widely recognised that 
civic pride was, and remains, hugely increased, but this is scarcely a measurable 
factor. Visitor numbers in terms of bed-nights rose by 40% in 1990, but sank back 
to the old level in the following year. However, from that point, a steady upward 
trend started and it is in the city tourism field that Glasgow most feels the benefits 
from the ECC year. Glasgow is still not a Florence or an Athens, but has become a 
significant centre for culture and the arts - including the performing arts - and a 
solid cultural tourism destination. The infrastructural facilities (not least 
accommodation) developed for 1990 have made this possible, and a further 
positive outcome related to this is the recognition of Glasgow as an excellent 
centre for business- and other conferences and conventions. The city is not only 
one of Europe's fastest-growing conference destinations; it is the UK's third 
largest overseas tourist centre - a concept undreamt of before 1990. In other 
words, there is, in one sector at least, a positive economic benefit of the year. 
The whole area of costs and benefits, of course, is both a complex and 
sensitive one. The concept is, in essence, one of balancing or comparing the sums 
of money expended due to the event taking place and the additional income 
derived from this expenditure. 
Direct and indirect revenues from tourism - from increased visitor spending 
- are expected to increase. This should certainly happen in the year in question, 
but it should be recognised that these will be no more than short- to medium-term 
in their duration, unless action is taken to sustain the momentum produced by the 
ECC year. The investment in infrastructure ought to have a more solid and lasting 
effect - whether the investment took the form of spending on improving or 
renovating the city in general or on specific, culture-related buildings. An 
improved infrastructure may conceivably enhance not only the cultural image of 
the city but also its general, even business, image - as a place in which to invest, 
work and live, and this may, in its turn, generate the investment from outside into 
the long-term economic health of the city. 
According to Palmer et al. (2004), however, very few ECCs set well-defined 
economic objectives. In their study, they report that "overwhelmingly" the cities 
expected that tourism and broad visitor attraction would be the most productive 
for the economy. Other priorities singled out included that of the image of the city 
- the general expectation that their reputation would somehow be enhanced and 
that there would be spin-off in a boost of confidence in the local business 
community - a self-belief which could, again, produce its beneficial results. 
However, it seems that little or no follow-up has been carried out to determine 
whether this was so. 
What Palmer et al. (2004) classified as "urban revitalisation" was, for 
virtually all, a genuine, major priority - that is to say, serious improvements to the 
infrastructure and a general upgrading of facilities - all before the start of the ECC 
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year. Local authorities can expect to attract help from various quarters for these 
purposes in the preparation period for the ECC event, and, with the local 
population so clearly interested, it would be surprising if a city's political 
leadership did not apply their maximum efforts to ensuring that tangible, visible 
results appeared at the very outset. By contrast, these same leaders may be less 
attracted by longer-term economic targets - at least when it is a matter of 
prioritising efforts. The conclusion appears to be that, in spite of economic 
objectives being publicly claimed, and with the exception of tourism, there is no 
clear evidence that any moves were made in connection with an ECC year to 
enhance the "investabiiity" of a city. 
There is, of course, a reasonable passage of time between a city's 
designation as an ECC and the actual year in which the title will apply. Earlier, 
this was little more than two years, but the scope and scale of the event was 
distinctly smaller, and latterly the European Union has worked with a minimum of 
four years. In fact, roughly one-third of the cities designated have enjoyed 
something in the region of five years notice. By way of example, the holder of the 
title in 2003 - Graz - had such a period for preparation. 
Funding is, of course, of great importance to all would-be participants and 
the lack of a clear picture of what is required and available when detailed 
consideration should start is an equally great problem. This was the objective of 
the third investigation. This produced revealing, and perhaps surprising, figures to 
the effect that local government turns out to be the major source of funds with an 
average contribution of 41%, whilst a further 33% or so emanates from central 
government. The European Union itself, in spite of the fact that the EEC project 
was an EU initiative, contributes only some 2%. For the rest, some 15% of the 
total cost should be met from private sources - individuals, companies or 
institutions supporting the whole project or sponsoring more selectively some 
individual event - whilst the sales of tickets is likely to amount to 7%. To give 
these percentages some real significance, we should also be aware that the average 
budget of a city involved in the process in the year 2000 was of the order of €26 
million. This figure Is extracted from the figures revealed by the nine cities who 
were designated ECCs in that year - this unique number having been agreed upon 
as a way of marking the millennium. 
The broad organisational and marketing functions have been treated in a 
variety of ways by different cities, in that a number have allowed (or perhaps 
asked) the state to assist or even take over the main responsibility. Others have 
chosen to handle everything themselves - often by means of organisations 
established by them specifically for this purpose. As one example, Graz formed a 
company under the name Graz 2003 GmbH. In the field of marketing similar 
variations occurred, perhaps reflecting the growing understanding that this 
function has a critical role to play in the ECC process. Two-thirds of ECCs chose 
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to handle this internally and the remaining cities opted for the appointment of 
specialist professional marketing agencies. Results varied. Perhaps this is not 
surprising since, on the one hand, the level of relevant experience in cities varies 
considerably, whilst, on the other hand, it cannot be easy to communicate to a 
commercial agency a broad and ambitious artistic and cultural concept of what is 
to be accomplished during the year of the city's tenure of the title. Wiesenhofer 
and Schwarz (2001) detailed the average level of finance involved in (and, 
perhaps, required for) an ECC project and showed the various approaches adopted 
in respect of marketing, advertising and promotion. It might, therefore, be useful 
at this point to note that the average proportion of the available budget devoted to 
advertising and promotion was 11.66%. It is a simple arithmetical exercise to 
apply this to the average budget of €26m, but it must be acknowledged that the 
product of this - and even the basic figure of 11.66% - have limited value, since 
the nine cities involved in 2000 varied dramatically in this expenditure area. At 
one extreme we find Florence - spending a mere 3% of its budget for this 
purpose, whilst, at the other, we find Stockholm, which spent a total of 23%. The 
total lack of consensus on this Issue shows an uncertainty about the value of the 
investment - something which only a study of the outcome could satisfy. 
A further issue investigated concerned the range of events to be held during 
the year. There were several considerations playing their part in the final 
selection. If the ECC in question had adopted one single main theme for the year, 
then the question would be asked whether the event under consideration fitted into 
the overall concept. Assuming that it did, then further questions would deal with 
the quality of the event, its significance and, inevitably, the cost of mounting it. 
However, it seems that most cities prefer to offer a wide range of events rather 
than concentrate upon one theme. 
The investment required for participation is, as detailed above, a large one, 
and it is perfectly natural that many citizens will ask whether any benefit can be 
derived or has been derived - benefit, that is, of a material sort and not merely 
some degree of greater prestige for the city. How to quantify benefits is, therefore, 
a real and pressing matter. One measurement, of course, concerns the number of 
visitors to the city and, more specifically, to the number of nights spent there 
(overnights). Obviously, a city can expect to see an increase in numbers of 
overnights during the event year itself, and it seems that something in the region 
of 10-15% was expected in a normal year. Later indications, however, suggested 
that lower rates applied, with the nine ECCs of 2000 producing much less again. 
However, a more serious question must be how much of that increase endures. 
Numbers dropping back to something approaching their old level is the common 
experience, and so any sustained increase must be regarded as a success - fully 
satisfying or otherwise. Re-measurement after at least two years (but preferably 
after three or four) is needed to give any rational answer to this. At the same time, 
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it is necessary to regard each case as being unique since two cities, Glasgow and 
Thessaloniki, both produced huge increases in overnights during their year as an 
ECC. On the other hand, it is clear that neither had earlier been a serious tourist 
destination and so both started from a low base point. 
One final issue to be mentioned in this field is the improving degree of 
cooperation evident between the responsible management of ECCs and the 
commercial tourism authorities. This is evidently an important factor in the 
success of any ECC and so the fact that more than half of those questioned 
responded with "good" or "very well" to the relevant questions is a good omen. A 
common appreciation of the objectives involved - reinforced by the awareness 
that tourism is of the highest importance to an ECC - has concentrated minds 
particularly well. 
In terms of targeting markets, it has to be clear that success for an ECC 
depends very heavily on the extent to which it can convince the local population 
to support and participate in the planned activities. With little or no support, 
nothing worthwhile can be achieved. In consequence, the target markets must start 
with the local population, both at municipal and at regional level. Success in this 
can also produce the benefit (clear but unquantifiable) of extending the cultural 
catchment area Into new sectors of the resident population. This consideration 
seems to have persuaded the cities to offer less demanding programmes such as 
concerts and art exhibitions - to popularise them as far as possible by avoiding 
accusations of organising only esoteric, "highbrow" events suitable for a cultural 
elite. To take this even further, numerous events (street performances, "son et 
lumiere" displays etc) are held which are free to all. In addition to the attempts to 
involve the population, efforts are also needed to involve local business - both to 
assure positive cooperation from the sector and also to underpin the necessary 
fund-raising. Finally, of course, cities are ambitious to attract not merely their 
own local or regional inhabitants, but to draw in visitors from farther afield - from 
home and abroad. Normally a solid number of foreign tourists can be expected in 
an ECC, but the results from 2000 were weak in this respect due to the uniquely 
large number of cities designated as ECCs in that year and to the Inescapable fact 
that all markets are finite. 
7.3. Assumptions in using Graz as EBI example of ECC "best 
practice" 
Hungary has now joined the European Union, and the leaders and economic 
specialists of Pécs have been declaring more often and more clearly that they can 
see the future opportunity for the regeneration of the city in increasing its cultural 
potential. Consequently, the local concept of making Pécs firstly the "Cultural 
Capital" of the region (an ambition largely achieved), then of the country, and 
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later of Europe, has clearly crystallised. This chapter has no other specific aim 
than of highlighting the importance of this high cultural ranking, which could 
provide Pécs with an opportunity - possibly the sole one, as some local authority 
managers and economic experts seem to think - for long-term economic 
development. The award of this special title can be no more than an aim to be 
realised in the future, since 2010 is Hungary's first opportunity to designate a city, 
and the second such opportunity is unlikely to come until 2020-2025. Even then It 
will be the result of a long, arduous and expensive preparatory process (including 
the hugely difficult development of the city's infrastructure), and it still seems 
unsatisfactory that the decision-makers should schedule merely local investment 
and development plans. The first step needed to reach the required objective is to 
determine overall strategy. This needs to involve an objective inventory of local 
assets to show whether the city is sufficiently competitive in the relevant areas. 
What should then follow is a scheduling of the necessary actions and promotional 
tools for the ultimate realisation of the concept. To illustrate best this complex 
process, we can most profitably use as an example the city of Graz, which is 
twinned with Pécs and which also displays similarities in many respects. An 
overview of the long route by which the Styrian capital gained this title for the 
year 2003 may be most instructive. 
The first and most important thing to be done is to list those strengths, 
which are common to both cities - something, which would serve as a basis for 
comparison and provide common ground for possible conclusions for future 
planning: 
- Openness to the south, the "southern gateway" role, 
- A developed regional centre, diversified regional connections; an 
institutional centre for research activity, 
- A variable, rich landscape and a pleasant micro-climate, 
- A variety of nationalities; foreign language skills; lively cross-border 
relations, 
- A developed higher education infrastructure, 
- A strong cultural and historical heritage, 
- The basic conditions for competitive agriculture, 
- Viniculture, a national role in quality grape production, 
- A high ratio of afforested land, 
- Thermal and medicinal springs and a developing tourist industry with a 
wide variety of tourism products. 
On the basis of these advantages, both cities may be considered to have almost 
equal opportunities: 
- The ability to participate more intensively in European economic and 
social processes, 
The development of a sound agricultural structure, 
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- The expansion of services relying on higher education, 
- The development of complex tourism services and products, 
- The potential for co-operation with Slovenia and Croatia. 
To make the best use of these opportunities Graz started detailed preparation and 
planning work in 1999, recognising the importance of exploiting the Cultural 
Capital cachet beyond 2003. Since then the intellectual and material environment 
within which Graz as Cultural Capital of Europe is embedded has changed, but 
the local management and experts involved in this grand project were convinced 
that, as a result of their preparation, and even after the year of the "big events", 
Graz would continue to flourish as the centre of a region undergoing political, 
economic and cultural renewal. 
7.3.1. The results of the Graz 2003 project and their implications for Pécs 
An early opportunity to evaluate the results of such a major event as a year as 
European Capital of Culture is both welcome and particularly useful for future 
contenders for the title, and Graz proved to be extremely obliging in this regard. 
The city's year as Capital of Culture ended, of course, on the 31st of 
December, 2003. In that same month, the city authorities issued their own Final 
Report (www.graz.at) on the event. It might indeed be the case that further 
consideration can (and will) be profitably given to a later, still more detailed 
review, but Graz felt that it had sufficient accurate data available at that point to 
publish these as results. Also, no doubt, the city leadership wished to satisfy 
public demand for information on such a major matter. However, the data which 
was available and analysable at that stage was by no means complete and it could 
not include much material relevant to the region surrounding the city, since such 
data is only likely to emerge over at least the medium- or, perhaps, even the 
longer-term. Further, the specific, political interests of the city itself are also likely 
to be confined and to take less account of regional effects and impacts. In Austria, 
such concerns fall more within the ambit of the province (Land). We shall, of 
course, refer to this Final Report but, prior to this, we would like to examine an 
earlier research project which covers, to some degree, at least, the regional 
implications of the event. 
In June 2002 the Joamneum Research Institute of Graz (Joanneum) carried 
out a survey dealing with the impact of Graz 2003 on the regional economy. The 
study was, basically, ex-ante in nature, even though it was based upon data 
regarded by the researchers as "quite reliable in various respects". It was the case, 
however, that in relation to the long-term impact, "a set of assumptions had been 
necessary to generate the relevant impact scenarios". By way of explanation of the 
figures, we should emphasise the comments made in the Joanneum Report, which 
states that the results presented were derived from changes in regional figures. 
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These figures related to factors such as employment, value added and output, 
"which are furthermore disaggregated to various industries of the underlying 
regional economy". Output is defined in the report as being a measure of the 
actual production of a company, based on turnover figures adjusted for changes in 
stock. Value added relates to "the difference between output and intermediate 
demand", the latter being, for example, goods purchased for further processing. ( 
(The most important elements of value added are stated to be wages, salaries and 
profits). Employment figures are recorded as the total number of employment 
contracts. The significance of this is that these figures will comprise the average 
mix of part-time and full-time jobs in each industry. 
The categories of expenditure referred to in the above paragraph produce a 
total of some 121.7 million euros. Of this, nearly 75% (89 million euros) was 
expected to be spent within the province of Styria. However, the multiplier effects 
also referred to produce still higher figures "since the provision of the goods and 
services entails additional intermediate demand in the region and abroad". What is 
also stressed is that these Items are "one-off in nature and the basic period in 
which they would arise would be 1998-2004.. 
From the same source we append a brief table (Table 23) which shows an 
overview of the net effects - after taking the multiplier effects Into account. 
Table 23 
Total effects of Graz 2003 on the Styrian economy 
Output Value Added Employment 
euros (millions) euros (millions) 
1999-2004 120.2 62.7 1,229 
Source: Graz 2003 - Project Report, Joanneum Research. (2002) 
The projections assumed that the construction and services sectors would benefit 
most, and that, within the latter, the subcategories showing the highest gains 
would be "Other Business Activities" (primarily relating to the planning of 
infrastructure-related investment), "Distribution" (deriving from increased 
incomes), "Hotels and Restaurants" (visitor spending) and "Cultural Activities" 
(the spending by Graz 2003 GmbH on various projects). 
The forward projections of Joanneum moved on to an examination of 
longer-term effects or impacts. They concluded that the expenditure on 
infrastructure projects such as the Kunsthalle, together with intangibles such as 
the lasting effects of advertising and promotion relating to 2003, would justify 
their estimate of an increase of 4% in overnight stays on a permanent basis. 
This is reflected in a second brief table (Table24) which relates to these 
long-term effects in 2004 and in subsequent years. 
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Table 24 
Long-term annual impacts of Graz 2003 in 2004 and thereafter 
Annual Effects 
Output 
euros (millions) 
Value Added 
euros (millions) 
Employment 
Starting 2004 14.2 4.8 127 
Source: Graz 2003 - Project Report, Joanneum Research (2002) 
The measurement of tangibles such as the above presents its own problems, but 
the measurement of intangibles is an especially difficult undertaking. At the same 
time, it is surely recognised by all concerned that these are of extreme importance, 
not least when the basis of the discussion is a location with serious ambitions to 
establish itself on the international stage on a permanent basis. The literature uses 
the term soft location factors to describe the elements playing an important role in 
establishing a location's status in terms of international regard and image. 
One example of this must be the considerable achievements of Graz in 
executing so many major projects, which must have enhanced the image of the 
city, and the great efforts invested into advertising and promotion, which must 
linger on after the closure of the target event. Overall, it is clear that benefit of the 
intangible type endures - to say nothing of that unquantifiable factor of "quality 
of life" which permeates a city. This may be evaluated as pertaining to the actual 
standard of living of the city; it may also show itself to great advantage in terms 
of the cultural opportunities available to its residents in the longer term 
(something which must attract the highly educated, highly qualified elements of 
society - people who may well be decision-makers in terms of business location). 
In this connection Joanneum, being based in Graz, speaks with great authority 
when it suggests that a weak point of Graz to date had been its low level of 
recognition on the international stage - it is, in other words, seen as somewhat 
"provincial" when compared with a world-centre such as Vienna. They go on to 
suggest that a major improvement in this respect was expected as a result of the 
event of 2003. 
A cautionary note was sounded by the frank admission that the investment 
and efforts towards the Graz 2003 event would not, in themselves, be capable of 
generating the looked-for long-term effects. Inputs would need to be sustained in 
one form or another. An example of this would be the future usage of the splendid 
Kunsthalle. If used appropriately, it would maintain - and even add to - the 
cultural reputation of the city. Likewise, concern for the name and image of the 
city should be maintained. A proposal of some significance suggests consideration 
of the establishment of an institution to coordinate the city's cultural and scientific 
events, should Graz 2003 GmbH be wound up, in time, without a direct successor. 
As was mentioned earlier, this Joanneum report was issued in June 2002 -
well into the preparation period, but more than half a year before the dawn of 
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2003. It is obvious that much of the necessary work must have been carried out 
even earlier. We have, in fact, highlighted this report for the reason that it was 
constructed by means of a great deal of serious professional research - and 
equally serious measured thinking - involving not only the city but also the 
regional impacts of the year. The conclusions reached have great significance in 
relation to the ambitions of Pécs and to its region also. 
Joanneum had cautiously projected an increase of 10% in overnight stays 
during 2003 - generating an extra 12.6 million euros of sales in the city. However, 
this turned out to be much too cautious in that the city had registered a gain of 
24.8% by the end of October, leading to an amendment to the sales figure to a 
new level of 32.4 million euros. This increase of 24.8% was in relation to the out-
turn for 2002 - itself the record year for Graz. (How accurate might be the long-
term projection (4%) for overnight stays is, of course, something which will 
become clear only with time, but there must be at least a degree of optimism that 
this also will prove to have been over-cautious). On the subject of the comparison 
between the years 2002 and 2003, it is worth noting that other Austrian cities did 
not fare especially well in terms of market figures (Table 25). 
Table 25 
Changes in market figures in Austrian cities. 
Changes in percent January to October 2003 and 2002. 
Graz Innsbruck Salzburg Vienna Linz 
January 30.50 0.90 6.80 5.40 7.30 
February 50.00 -0.70 2.30 0.40 0.10 
March 14.60 -5.50 -15.60 -7.10 0.90 
April 14.00 0.20 8.60 1.30 6.50 
May 28.00 -18.60 -4.10 -3.40 2.70 
June 33.90 -10.30 0.20 -4.00 -4.20 
July 37.10 -7.80 -2.60 -3.20 -5.60 
August 34.60 3.60 8.10 8.50 2.50 
September 19.70 5.20 5.00 12.50 3.50 
October 2.70 6.10 11.30 13.20 -2.30 
Jan-Oct. 24.85 -2.74 2.17 2.44 0.73 
Source: Statistik Austria, 2003. 
Figure 24 illustrates the market growth by country of origin. This clearly shows 
that the highest rate of growth came from the (highly supportive) capital and from 
two neighbouring countries - specifically Slovenia and Germany. The remarkable 
figures from the first of these are linked to the question of relative numbers and to 
the matter of the proximity of the two major urban centres of a relatively 
prosperous neighbour (at least in CEEC terms). 
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Figure 5/a 
Market growth by countiy of origin in percent 
Source: The author's own diagram. 
The following graph shows the spectacular growth of tourist bed-nights over the last decade 
in Graz, calculated on the basis of the Austrian National Statistical Office data: 
Figure 25 
Bednights in all forms of accommodation in Graz 
Note: * 2003 (1—11.) 
Source: The author's own diagram. 
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In addition to an abrupt change of direction from a downward to a steadily 
climbing trend after 1995 (for the reason mentioned earlier in Chapter 6) the 
graph demonstrates an increase in the number of overnight stays approaching 25% 
- from approximately 650,000 to 800,000 - during the year 2003. The 
expenditure factor applied in Graz was one of 140 euros per visitor/night - hence 
an increase of some 21 million euros. 
Also of great significance is the estimated increase in the number of day 
visitors to Graz. This exceeds the increase in the number of overnight stays and 
has, in fact, been calculated to have more than doubled. The reasons behind this 
suggestion were, interestingly, the numbers of bookings of tourist guides and also 
the higher frequency of what we may term enquiry-visits to both the event-related 
Tourism Information Service of Graz 2003 and to the permanent offices of Graz 
Tourism. A precise calculation of their numbers is impossible, but it is widely 
believed that some one million visitors fell into this category. 
The essence of the report is stated quite forcefully and unequivocally by the 
city: "The expenditure for the Cultural Capital year does not constitute a burden 
for the budget of the City, but has brought valuable economic impulses instead" 
(www.graz.at - Final Report, 2003). 
7.4. Considerations relating to the ECC project and its relevance 
to economic development 
On the basis of the example of Graz, it must be quite evident that the concept of 
developing Pécs into a "Cultural Capital of Europe" is simply not enough in 
isolation; it should be no more than the starter for further economic development. 
The most contentious question is one of sequencing, that is to say, which should 
come first: exclusively cultural or economic development? The ideal may well be 
that they should be carried out in parallel and we fully agree with those opinions 
which say that the two should be exploited together. The development of Pécs 
cannot be solely a cultural issue; the economy must be a decisive factor in the 
process since the future state of the economy must influence the success of such a 
grand scale cultural project. It is impossible for culture to be the only route for 
the city to travel along in its ambition to become the regional centre of South 
Transdanubia. The exclusive development of the one function simply means that 
the total aim is unachievable - a certain level of re-industrialisation is essential. 
To underline this we should mention the overwhelming economic strength of 
Graz in contrast to Pécs - i.e. the presence of large companies of national or 
international importance such as Steyr-Puch, Chrysler etc - a factor largely 
lacking in Pécs today. Furthermore, we are convinced that no serious economic 
development is possible without an effective industrial development strategy. 
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In terms of the opportunity of being awarded the highly prestigious title of 
"Cultural Capital of Europe" two factors should be seriously considered: 
- The basic financial requirements, including optimal mateiial support from 
local and central government and from the European Union, 
- The conceptual factor, as related to the basic requirements outlined by the 
European Parliament and Commission Decision (1999). 
Before we demonstrate the first we should indicate some of the main signposts 
marking the route by which Graz managed to acquire the European Capital of 
Culture title. Graz as a candidate city submitted its application to the EU in 1996. 
To achieve even the right to be nominated this had to be preceded by the 
"European Cultural Month" project of 1993 and by a further series of cultural 
programmes, such as the "Film and Face" (International Film and Architecture) 
Festival from 1993 onwards and the Styrian Art Weeks known as "Styriarte" since 
1985. In this respect, Pécs is performing well in having introduced over recent 
years a broad spectrum of events and festivals catering for a respectable range of 
levels of culture and taste. 
As far the budget of Graz 2003 Ltd is concerned, this came from the 
following sources: 
- Graz City (the self-financing element) - 18.17m Euros (4.45 bn HUF), 
Styria (support finance at Provincial/Regional level) - 19m Euros (4.75 bn 
HUF), 
- Central Government (State budget support) - 14.53m Euros (3.6 bn HUF), 
- The EU (special target support) - 0.5m Euros (122m HUF), 
- Sponsoring - 3.2m Euros (800m HIJF), 
- Receipts - 3.2m Euros (800m HUF). 
The above produce a total of 58.6 million Euros (14.52 bn HUF). 
Very significantly, the marketing cost of the cultural capital project totalled 
7.27m Euros (1.78 bn HUF), which is totally separate from the above budget. 
(Méhes, 2003). These amounts should clearly demonstrate that, in order to be able 
to fulfil the required project, an applicant city should expect much less in the way 
of EU support than from local, regional or national sources. In other words, a 
much higher capacity of self-finance is required than can be hoped for from any 
form of EIJ support, if the goal is to be reached. For a more effective comparison, 
we should examine more closely some of the figures relating to the revenues of 
the City of Pécs (which ranks as a county) for the period 1995-2001 (all per 
capita)'. 
- Pécs occupied 20th place of the 22 cities of county rank, in terms of the 
total amount of income (623,110 HUF), 
It was 18th on that list from the point of view of self-generated income 
(180,540 HUF), 
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It was 16th in terms of returned (redistributed) taxes (89,620 HUF), 
- Finally, it was 16th in terms of state support (202,860 HUF) (Illés, 2002). 
These facts show that, from the financial point of view, Pécs is not in a 
competitive position when compared with other cities of similar status and, in 
consequence, the organisation of such a huge project would be considered as well 
beyond its capacity in the current situation (Bakucz, 2003b). 
As was mentioned earlier, the total expenditure on the Graz 2003 project 
amounted to 58.6 million euros, of which the city itself provided only 18.2 
millions. This, however, is specifically the situation in Austria and, in this respect, 
there is virtually no common ground with Hungary. Here there is no provincial 
tier of government and a city has little or no possibility to generate meaningful 
funds. Essentially, therefore, everything must come from grants from central 
government in Budapest. 
The second important factor to be considered is the conceptual problem of 
"the region" as needed for the Cultural Capital of Europe project. 
To elaborate our meaning, we would like to offer a brief outline of the EU's 
cultural policy. In the integration process, for the first time in the Maastricht 
Treaty, culture is mentioned as an independent element of community policy, 
which is an obvious sign of its economic importance and the recognition of 
culture as providing opportunities for people and for work. Since February 2000, 
each cultural activity and programme (and consequently the ECC project also) are 
included in the framework of Culture 2000 - which is currently the single 
community programme in the cultural sector. The rationale for the creation of this 
Culture 2000 programme is that it had become more and more obvious during 
integration that culture has economic and social Importance. It had become 
obvious that culture provides jobs, attracts investors' capital, provides 
opportunities and has a capacity to integrate - in other words, that culture's long-
term impact on the economy cannot be ignored in an enlarging Union. For this 
reason it was deemed necessary to elaborate a programme which serves a double 
aim - firstly, demonstrating the multi-coloured character of the nations living in 
Europe and, secondly, the cohesive nature of European cultures. The ECC project 
and the series of European Cultural Months belong to the special cultural events 
within the framework of Culture 2000. 
The Cultural Capitals as far as the year 2000 were selected on the basis of 
intergovernmental agreement, and so the governments of the individual member 
states decided all questions in this connection. However, Decision 
(1419/1999/EC) of the European Parliament and of the Council elevated this 
programme to community level, and, with effect from 2005, a selection system 
was introduced which used the concept of rotation - as, for example, in deciding 
the order of the member states in their right to nominate a city. The Cultural 
Capital for 2005 (Cork) was chosen on this basis. The order of countries which 
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emerged was incorporated in the above decision and covered the period from 
2005 to 2019. 
As a result of the EU Enlargement of 2004, and relating to the period from 
2009 to 2019, two countries rather than one were enabled to organise the event in 
each year. In addition to those countries who were members of the EU in 1999, 
and who constituted the order of countries until 2019, one new member state was 
to be Included each year. Informal agreement among the ten new members 
generated a list of the latter, and this was accepted on the 27th of May, 2004, by 
the Council of Ministers of Culture. 
Hungary applied for the year 2010 - coinciding with Germany. There is no 
specific rale as to how a city is designated, but an application-based system is 
more and more frequently used. The application should be accompanied by a fully 
detailed proposal and sent to the European Parliament, to the Council, to the 
Commission and to the Committee of the Regions. Thereafter, an evaluation body 
made up of seven independent members - two from the European Parliament, two 
from the Commission, one from the Committee of the Regions and two from the 
Council - reviews the proposals. Their evaluation then goes to the Parliament, but 
the final decision as to the city and the year stays with the Council. 
Over the years the aim of the ECC project has changed considerably. The 
original concept of coming to know another's culture better simply faded in the 
face of continuous efforts to change the face and even the character of a city, to 
modify its economic base and to re-define its image as a place In which to live. 
The focus of attention was directed towards the regional role of the city, towards 
the links between the city and local civic organisations - and towards the 
differences between cities and their hinterlands. As a consequence, the principle 
concerns of Cultural Capitals today are no longer related to the basic presentation 
of themsel ves, but rather to a demonstration of the power of culture to mould or 
re-mould the external, visible character of the city, to influence its economic 
structure, to underpin long-term and spatial development and to show the 
capacity of culture to create jobs. The aim is now to find factors which are 
capable of accelerating development and which can create a clear image of a 
regional capital for the long-term. 
The capacity to redefine a city is now extremely important. In 2003 Graz 
clearly took the opportunity to rethink the entire concept of the mission of culture 
and finally opted for the notion that culture is very much like food - it should be 
looked on as a necessity of life. 
If we need to measure the importance of the ECC event, we could compare 
it to the Olympic Games in the field of sport. However, the Cultural Capital event 
is not an extended festival; it should, rather, be considered as one huge, but 
integrated, art product which has, as its raw material, the city itself and the life of 
the city. 
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In the new millennium, the Cultural Capital is not only a place where "the 
arts" are to he found in abundance, but a city which provides cultural value-added. 
Instead of a traditional arts festival, what is needed is to create a well-defined 
mixture of the use of public space, sculpture, new media for the arts and different 
forms of research and development. For these reasons, expectations in relation to 
ECC projects are based on the development of the infrastructure, on the visible 
transformation of the urban environment, on innovation, on cidture and on the 
development of tourism policy. 
One highly important factor when applications are being prepared is the 
strong, clear presence of regionalism. If an application is to be effective, it should 
show how a city, in its year as Cultural Capital, proposes to use the prestige value 
of the title and the associated infrastractural investments for the benefit of the 
region as a whole. In consequence, no project can be allowed to stop at the city 
boundary. In addition, the application should contain clearly expressed ideas 
regarding the development of the region, and furthermore, it should also contain 
plans in respect of the institutions which are to be created (or reorganised) during 
the • year - that is to say, their further utilisation from a socio-economic 
development point of view. 
At this point, the ECC project has existed for some 20 years, but success is a 
process of growth, and, as mentioned earlier, the first city to make use of a totally 
fresh and original approach was Glasgow - in 1990. The Scottish city used culture 
as a tool to transform the social and economic structure of what was an essentially 
exhausted, industrial city, primarily by developing the services sector, and, by so 
doing, confirmed that placing culture at the centre can Induce an impressive 
degree of renovation by means of the development of the services sector. 
7.5. Concluding thoughts on the ECC project 
Having said all of this, however, it should also be asserted quite clearly that the 
ECC title cannot be the sole solution to the problem of the regeneration of the city 
of Pécs and of its region. Industries other than "culture" need to be developed to 
provide the opportunity to become a well-functioning city (and region). However, 
if the latter status is ever to be achieved, it is almost inconceivable in the absence 
of some degree of understanding or acceptance of the principles of 
decentralisation and multi-poled development, this being a basic principle of EU 
Cohesion Policy. Unfortunately, in Hungary even the National Development Plan 
has failed to address itself adequately to the concept of a national regional 
structure, and still less to the principle of decentralised development - in spite of 
the loud and clear signals emerging from the EU over the years to all would-be 
members. 
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As mentioned previously, Pécs lies in a peripheral position - and not merely 
in geographical terms. Hungary remains a centralised, unitary state only now 
starting out on the road to territorial decentralisation. Throughout history, the 
counties and cities have rarely been able to counterbalance the dominance of the 
central authority, and, from this point of view, Pécs, together with its surrounding 
county or region, is traditionally regarded as being very peripheral on the power 
map of Hungary. Decentralisation is progressing rather slowly, whilst, at the same 
time, membership of the EU is raising the profile of cities and regions, making 
them conscious of their perceived value. In consequence, the relationship between 
centre and periphery may be re-evaluated with a new "capital" emerging, which, 
in close cooperation with its surrounding area, will be able to organise its own 
connection system and development policy. 
According to Pálné Kovács, I. (2004a), Pécs as the capital of South 
Transdanubia, is in a specific geographical and political situation - it is peripheral 
for a variety of reasons: 
- even within the region it is not central, due to its county structure and to its 
natural geography; 
- it is located close to a part of the country's southern border, beyond which 
there are Hungarian settlements, for several years inaccessible because of 
the Balkans War; 
currently, this southern border is also an external border of the EU, 
although this will soon move south with the accession of Croatia, which 
will, as a member state, participate in regional and cross-border 
cooperation. 
From these various points of view, it would be a most interesting and conceptual 
exercise to follow the history and fate of the peripheries as they become aware of 
their own value. This is not simply a Pécs- or Hungary-related phenomenon but 
European also. Many EU member-states, as Hungary, are centralised and there is 
an ongoing conflict to determine the roles of the centre and the periphery and the 
balance of power,. The ECC gives us the opportunity to analyse decentralisation, 
peripheral positions in Europe in general, and particularly in East Central Europe. 
From this specific point of view, the announcement of the two successful 
candidates for 2010 as Görlitz and Pécs would be intriguing. Görlitz is unique in 
its specific peripheral status in that it is a physical link between Germany and 
Poland, having been a cross-border town for much of its history and latterly a 
town divided between two separate states. Its credentials in these EU terms are 
outstanding. Pécs also demonstrates unique qualifying features. In addition to the 
previously mentioned factors concerning its peripheral nature, Pécs has long been 
the centre of scientific work in Hungary, researching the legal, administrative, 
economic find cultural aspects of decentralisation and regionalism. 
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In terms of soft location factors Pécs has a great capacity to create a 
marketable product from culture, appealing to a wide field, and to develop its own 
related "trademark". During its 2,000-year history, Pecs has been well-known for 
its industry at the most for a century, whilst at all other times its fame has 
depended on the beauty of its landscape and of its townscape, on the climate and 
on its cultural and intellectual life. A new colour could be added to the image of 
the "beautiful city" with a culture industry development programme of which the 
ECC title would be an important component. 
As we know, culture itself may nowadays become a marketable product, 
from which other, related, activities might develop in different directions. In such 
a context, the culture industry may be viewed as a term compiling and executing 
the economic development plan by which means the potential economic impact of 
the ECC title could be felt. This programme can be considered as the business 
plan for the whole project. 
In the case of Pécs, the culture industry can be based on four pillars: on the 
(artistic and scientific) creative industry, on tourism based on the natural and man-
made environments, on sport and on the leisure industry (Hrubi, 2004). 
Although both the ECC title and the culture industry are firmly linked to the 
city of Pécs, regional interrelationships should be highlighted due to the dispersed 
nature of assets and resources, the cultivation of "visitability" and the business 
environment. This results from the future image of the culture industry - what we 
may term the regional cultural cluster - a priority in both the national and regional 
development programmes. 
The above arguments are compelling, but, nevertheless, It has to be 
acknowledged that the ECC project is no more than one tool among many needed 
if Pécs is to become a dynamic regional centre. 
It is most important at this juncture to determine the precise meaning of 
"region" in this particular ECC context. In addition to the city itself, are we to 
consider only the NUTS-2 regional entity or are we to embrace the county of 
Baranya? Is the region to be the wider Southern Transdanubia or will it embrace 
cross-border territory such as Osijek in Croatia (itself soon to be a member of the 
EU)? Recent thinking - voiced in public by local government representatives -
even mentioned Szeged as a "regional partner". The city seems under-prepared for 
this critical decision and so stands in great danger of being overwhelmed by the 
claims of Budapest whose protagonists assume few related difficulties for 
themselves in their current publicity. 
A further problem associated with regionalism is that Hungary is coming 
very late to this particular topic, at least in real-world terms. There is, quite 
simply, no such tradition in Hungary - and no serious cultural background which 
might make one optimistic that a positive approach to the issue might be 
generated. The traditional level of local government immediately below Budapest 
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has been the county, and even these have been emasculated - stripped of their 
powers and financial resources. The country today presents a picture not only of 
inter-city competition (which might be healthy), but of destructive rivalry and in-
fighting. The concept of cooperation or collaboration seems far-fetched. 
There is a possibly interesting comparison available here with the UK. That 
country has strong central government but does devolve a reasonable amount of 
power to a second tier of government - represented by the municipal boroughs 
and also by the counties. The latter embrace the many minor (non-borough) 
settlements in a county and also devolve some powers to this tertiary level. Apart 
from the Celtic fringe "countries" of Scotland, Wales and Northern Ireland (and a 
handful of islands which preserve a curious degree of autonomy) there is no 
extant culture or tradition of regionalism. Occasional suggestions are heard in 
connection with the resurrection of entities such as Wessex, Mercia or 
Northumbria, but these tend to come from the romantic fringe of society and are 
not taken seriously by anyone. This means that nearly 50 million citizens, out of a 
total population approaching 60 millions, are not regionally-minded and have not 
been so since the demise of the Anglo-Saxon kingdoms more than 1,000 years 
ago. Nevertheless, when regionalism has been perceived to be needed or 
profitable, as with many EU-derived funding opportunities over the years, 
rivalries have been buried and appropriate "regions" or territorial units have 
emerged to benefit from participation - a highly civilised and pragmatic approach. 
On the surface, this might appear to give hope to Hungary, but it must be clear 
that the respective, well-known national characteristics and cultures which are at 
work in this comparison have deep, historical roots and seem unlikely to change-
in the shorter-term at least. 
In case Pécs is to be the nationally designated European Capital of Culture, 
and should the political and business communities jointly agree upon such a 
development strategy for the city, then, even at the conception stage of planning, 
they must realise that the task accomplished in Graz was an integrated one to 
enhance what we may, perhaps, term the charisma of the city both inwardly and 
outwardly in equal measure. The spill-over effect needed for the overall economic 
development of Styria could not have been achieved without ensuring that, from 
the outset, the population could understand the goals, themes and content of the 
project - so that they could become integrally involved and identify themselves 
with these. Furthermore, in time the leadership of Graz came to realise that the 
city could not rely solely on the drawing-power of the title to succeed in the field 
of international marketing, but that the task had to be elaborated most carefully 
with the agreement and co-operation of tourism and industry. They accepted that 
Graz 2003 should not be overvalued and that its designation as Cultural Capital 
was no panacea. The need for regeneration of the city and its region demands 
much complex planning, investment and effort - although, to be the Cultural 
Capital of Europe for a year provides a splendid boost for the city and the 
opportunity to re-define itself. 
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Summary of Conclusions, Results and Proposals 
It is the author's final task to attempt to collate and present the various 
conclusions, results and proposals produced in this thesis as clearly as possible. 
By analysing the relevant literature and statistical data, we arrived at the 
conclusion that, to resolve the spatial lop-sidedness of Hungarian tourism and to 
develop "quality" tourism with its associated spatial expansion, has become an 
urgent matter for Hungary. This process meets the aims of regional development 
and of EU-supported programmes and, consequently, there must be a good chance 
that, given careful planning and structural innovation, tourism can develop still 
further as a leading sector of the Hungarian economy. 
Studying the Tourism Satellite Account system applied in Austria, we 
wished to demonstrate its clear importance, as it sets a series of global standards 
and definitions which measure most effectively the contribution of the tourism 
industry to the national economy in terms of GDP, jobs, capital investment and 
the role of tourism in a nation's balance of payments. The system runs alongside 
National Accounts and will provide internationally comparable data developed by 
a country's own statistical institutions. This puts tourism, for the first time, on an 
equal footing with other, less diversified, economic sectors, and we recommend 
most strongly that Hungary should adopt the TSA system as fully and as rapidly 
as possible. 
The above-mentioned territorial asymmetry and the strong seasonal 
character of tourism in Hungary can be brought back into some balance by putting 
the emphasis on the development of city tourism, in view of the latter's distinctly 
non-seasonal character - something which can be reinforced and supported by 
assembling package tour-style programmes based on different destinations in the 
region. 
One of the suggestions which we formulated was to create a totally separate 
plan for city tourism within the National Tourism Development Plan. Since city 
tourism is a typical area of short-term tourism and can attract a high number of 
tourists, both foreign and domestic, careful planning in connection with its 
development and networking is of great importance. This form of approach could 
reduce the problems for both people and the location by helping to preserve 
recreational quality for guests - and the environment for the resident population. 
On the basis of the related literature, the author became convinced that an 
overall improvement in the region's tourism could be brought about only with the 
development of centres of the tourism industry including what we might term 
"tourism cities". These could positively influence the development of the 
infrastructure and could stimulate economic activity even in places located far 
from the centres. This also emphasises that city tourism policy should be 
considered as a part of wider regional policy. 
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Based on. the author's own empirical research, we are attempting to follow 
the trends necessary to the development of city tourism, and the demands of the 
tourism market. The result of the survey analysis was to show the comparability 
of two twin cities and the adaptability of the "best practice" ideas. 
From a study of the relevant literature, we came to the clear conclusion that 
tourism has the capacity to regenerate urban areas. The total impact of tourism on 
urban regeneration depends on the scale of the industry, the number of visitors 
attracted, the income brought into the area, the number of jobs created and the 
physical transformation of the area. These factors, solidly supported by marketing 
efforts, will create a positive image of the city. Although, in the longer term, 
tourism should produce both jobs and private investment, the initial need for 
improvements to the infrastructure, to the environment and for key attractions 
means that the public sector must play a major role in the inauguration of such a 
strategy. The method of utilisation of this city tourism potential - let it be city 
tourism development organised on a business, conference, cultural or on a "mega-
event" basis (or any combination of these) should be agreed upon by all the 
local parties, taking all interests into consideration. At this point, we would like to 
suggest that local authorities should establish their own individual body or 
department (similar to the Graz Mayor's Office) within their administration to 
plan, arrange, co-ordinate and monitor the tourism activities of the city and its 
region. In the relevant chapters of the work, we collected the most important 
marketing and organisational methods needed to achieve this. The author would 
specifically suggest that the first step should be to join the European Cities' 
Tourism Network - to obtain and provide a continuous flow of information 
concerning this specific sector. 
On the basis of the Styrian tourism categorisation map, and in the absence 
of a parallel product in South Transdanubia, we decided to undertake empirical 
research to devise a best-practice model for measuring the tourism potential of the 
micro-regions in South Transdanubia and to work out a similar map based on this. 
The method used - cluster analysis - would provide a continuous help for the 
practitioners to plan regional tourism over the long term. The model created, we 
believe, would be a serious methodological aid for experts in the region. 
From the descriptive analysis of the existing integrated information system 
network in Austria, we would also suggest the adoption of one further "best-
practice" example - the TourMIS model - to ensure the accessibility of Hungarian 
tourism data at each spatial level, consequently aiding and supporting 
development planning for tourism and for the region. 
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Appendix 1 
Visitors' Survey - Pées 
A felmérőlap tanulmány készítés célját szolgálja, kitöltése önkéntes. Az eredmények 
elemzése ígéretes lehet a városi turizmus tervezése szempontjából, ezért külön 
köszönetünket, fejezzük ki a fáradozásaiért. 
Die Ausfüllung dieses Fragebogens ist. natiirlich. freiwillig. Es wird doch sehr 
behilflich fiir imsere Stadt bzgl. die zukünftige Planung - und auch von der 
Bearbeiterin sehr hochgeschátzt. 
The completion of this survey is, of course, voluntary, but it will be of great 
assistance to the Qty in future planning and greatly appreciated by the compilers 
0 Az érkezés ideje 
Ankunftsdatum Arrival Date: 
1 Állandó lakhelye /ország/város/ 
Wo habén Sie Ihren stándigen Wohnsitz? Permanent Place of Residence 
(Country + Qty/Town etc): 
2. Hogy fejezné ki a véleményét az ebben a városban eddig eltöltött 
szabadságáról? Értékeljen 1-5 -ig, ahol 1 a minimum érték, 5 pedig a 
maximum, Wíe würden Sie Ihre Urlaubzeit in dieser Stadt beschreiben? Bei 
einem Mafistab von 1 bis 5 wobei 1 ist das Minimunm und 5 das Mximum 
How would you describe your stay in Pécs - On a scale of 1-5 where 1 is the 
minimum and 5 the maximum value? 
1 2 3 4 5 
3 Hová sorolná a jelenlegi utazását? (csak 1 választ kérünk) 
Wie würden Sie Ihre Reise hierher bezeichnen? (Nur 1 Antwort bei "a" bis "e") 
How would you categorise this trip? (One answer only from "a" to "e") 
a Az év üdülése 
Hauptferienreise des Jahres Main Annual Holiday 
b Az év 2. Vagy 3. legfontosabb üdülése 
Zweit- oder drittwichtigste Ferienreise des Jahres 2nd or 3rd holiday of 
the year 
c Rövid üdülés 
Kurzreise Short Visit 
d Pihenés 
Kuraufenthalt Relaxation 
e Hivatalos tartózkodás utáni üdülés 
Anschlussurlaub an beruflichen Aufenthalt Holiday at the end of a 
working visit 
Melyik csoportba sorolná leginkább jelenlegi üdülését? 
In welche Gruppé wiirden Sie diesen Urlaub hauptsachlich einordnen? 
In which group would you mainly set this holiday? 
f Sportolás 
Spoiturfaub Sporting 
g Városnézés 
Besichtigungsurlaub Sightseeing 
h Kulturális utazás 
Kultururlaub Cultural Visit 
i RokonVismerőslátogatás 
Verwandten-ZBekanntenbesuch Visiting Relatives or Friends 
4. Milyen szálláson éjszakázik jelenleg? 
Sie übernachten derzeit in: In what sort of accommodation are you staying? 
a Szállodában/ panzióban/ fogadóban 
Hotel/Pension/ Gasthof Hotel/Pension/Inn 
b garni-hotelben/ifjúsági szállóban/reggelit biztosító panzióban 
Hotel Garni/Frühstückspension Hotel Garni/Bed & Breakfast 
Accommodation 
c Nyaralólakásban/-házban/-apartmanban 
Ferienwohnung/-haus/Appartment Holiday House or Apartment 
(Self-Catering) 
d Magánháznál bérelt szobában Privatzimmer 
Private Room 
e Campingben Campingplatz 
Camping 
Legyen szíves értékelje az alábbi városok mindegyikét a felsorolt szempontok szerint 
1-5 terjedő érdemjegyekkel, ahol az "1" jelentése "egyáltalán semmit sem ajánl" az 
"5" pedig a maximumot jelenti. .Az nem jelent gondot, ha nem látogatta meg még 
eddig, vagy nem ismeri nagyon jól ezeket a városokat. A róluk alkotott benyomás a 
fontos. 
Seien Sie bitté so gut anzuzeigen zu welchem Grad jede der folgenden Stadten die 
untén erwahnten Eigenschaften anbietet. Bei einem Mafistab von 1 bis 5 , bedeutet 
1 NICHTS und 5 das MAXIMUM Es mack nicks wenn Sie weder die Stadt 
nicht bis jetzt besucht habén noch gut kennen. Wíchtig 1st Ihr Eindruck davon. 
Basic question: 
Can you please indicate how much you think that each of the following cities offers 
in respect of the qualities listed below? Scale your answers from 1 - 5 (1 offering 
"nothing at all" and 5 the maximum). It does not matter if you have not yet visited 
the cities or if you do not know them very well. What counts is your IMPRESSION 
of them. 
Városok/Stádte / Qties: Pécs(l), Sopron (2) Egei' (3), Debrecen(4), Szeged(5) 
1 2 3 4 5 
1. A szálláshelyek minősége és választéka 
Oualitát/ Auswahl Unterkunft Quality and Variety of Accommodation 
2. A szórakozási lehetőségek 
Unterhaltungs angebot Entertainment Facilities 
3. A város légköre 
Atmosphare der Stadt Ambience of the Qty 
4. A kulturális lehetőségek 
Kulturangebot Cultural Resources 
5. A vonzó árszínvonal 
Günstige Preise Attractiveness of general Price Levels 
6. A turisták életét kellemessé/ könnyebbé tevő dolgok elérhetősége 
Eireichbarkeit der touristischen Ortschaften Accessibility of Tourist 
Amenities 
7. A város megközelíthetősége 
Erreichbarkeit der Stadt Accessibility of the Qty itself 
8. A város fekvése 
Lage der Stadt Location of the Qty 
9. A város egyéni arculata 
Eigenart der Stadt Individual Oiaracter of the Qty 
10. A helyi lakosság barátságos 
Freundlichkeit der Bevöikerung Welcoming Attitude of the local People 
11. A vásárlási lehetőségek 
Einkaufsmöglichkeiten Shopping Facilities 
12. Az ételek és az italok minősége 
Gastronom. Oualitát Oualitvof Food and Drink 
A fenti városok közül melyiket választaná kiegészítő csomagtúra célállomásaként 
budapesti látogatását követően? Választását jelölje 1-5 terjedő sorszámozással! 
Welche dieser Stadte würden Sie als weiterer Reiseziel nach Ihrem Besuch in 
Budapest auswahlen? (Bei einem Mafistab von 1 bis 5, 5 = der erster und 1 = der 
letzte Wahl 
Which of the cities would you chose as an ADDITIONAL package tour destination 
following your visit to Budapest? List them according toyouipriorities from 1-5 
A jelenlegi utazására vonatkozóan melyek a leglényegesebb megfontolások? Kérem, 
jelölje a következő 20 állítás mindegyikével kapcsolatban, hogy milyen mértékben 
vonatkozik önre: "teljesen" (1), "többnyire" (2), "egy kicsit" (3) avagy "egyáltalán 
nem" (4). 
Was ist fik Sie bei dieser Urlaubsreise besonders wichtig? Ich habe hier einige 
Aussagen: agen Sie mir. bitté, bei ieder Aussage, ob diese fűr Sie genau(l), 
überwiegend(2). ein wenig(3) oder gar micht(4) zutrifft 
Task- What are the important considerations for you on your present holiday? 
Please mark for each of the following (20) statements whether it applies to you 
"totally"(l), "mostly"(2), "a little"(3), or "not at all"(4). 
Amikor szabadságon vagyok, egyszerűen pihenni és kikapcsolódni szeretnék 
Wenn ich im Uriaub bin. möchte ich ausspannen und ausruhen When I am on holiday I simplv want to rest and 
relax 
1 2 3 4 
Szabadságom idején kényelemre és kényeztetésre vágyom 
lm Uriaub suche ich Komfort und möchte mich verwöhnen lassen On holidavl look for comfort and want to 
be spoilt! 
1 2 3 4 
Szabadságom alatt szeretem fizikai megterhelésnek kitenni magam, sportolni. 
Ich will mich im Uriaub auch körperlich ansstrengen und treibe Sport Qn holidavl like to exert myself phvsicallv 
and to play sport 
1 2 3 4 
Ez az üdülés izgalmat, kihívást és szokatlan élményeket rejt számomra 
Diese Uriaubreise bedeutet für mich Spannung. Herausforderung und besondere Eriebnisse 
This holiday means excitement for me - a challenge and some unusual experiences 
1 2 3 4 
Szabadságom idején kreatív szeretek lenni 
lm Uriaub möchte ich meine Kreativitat voll ausleben On holidavl want to be creative 1 2 3 4 
Az üdülési célállomás kivállasztásakor a kulturális eseményekre és látnivalókra helyezem a hangsúlyt 
Bei der Urlaubswahl lege ich Wert auf kulturelle Angebote und Sehenswündigkeiten 
When choosing a holiday destination I put a lot of emphasis on cultural events and sights 
1 2 3 4 
A szabadság alatt a szórakozási lehetőségek változatosságát keresem 
lm Uriaub ich möglichst viel Spafi und Vergnügen mit viel Abwechslung On holidav I look for a variety of 
amusement and entertainment 
1 2 3 4 
A nvaralás alatt fontos számomra a jó társaság és új ismeretségek megkötése Für mich sind hier im Uriaub 
Geselligkek und Anschlufi wichtig On this holidav good company and getting to know people are important for 
me 
1 2 3 4 
Az üdülést a fizikai állapotom és a kiilső megjelenésem tökélesítésére használom Ich verwende den Uriaub zur 
Pflege der Gesundheit und Schönheit meines Körpers I use my holidav to improve mv physical health and 
appearance 
1 2 3 4 
Azért megyek szabadságra, hogy a megszokott körülmények közül kiszabaduljak 
In den Uriaub zieht es mich wegen des Umgebungs- wechsels von zuhause I go on holidav for a change from 
my usual surroundings 
1 2 3 4 
A jelenlegi üdülésen teljesen felszabadult és könnved akarok lenni Bei diesem Uriaub lege ich besonderen Wert 
auf Ungezwungenheit On this holidavl am making a point of being absolutelvfree-and-easv 1 2 3 4 
Szeretem az üdülésemet ott tölteni, ahol sok a szórakozási lehetőség 
Ich mache gem dort Uriaub. wo es ausreichend Unterhaltungsangebote gibt I like to spend mv holidavs where 
there are plenty of entertainment facilities 
1 2 3 4 
Nyaralás során az érzéki légkör nagyon fontos számomra 
lm Uriaub spielt für mich eine sinnliche Stinunung eine grofie Rolle On holiday a sensual atmosphere is very 
important for me 
1 2 3 4 
Az üdülési hely kivállasztásakor a romantikus és nosztalgikus légkört keresem. 
Bei der Wahl des Uriaubsortes lege ich Wert auf eine romantisch-nostalgische Stimmung im Ort 
When choosing a holiday destination I look for a romantic and nostalgic atmosphere 
1 2 3 4 
Nyaraláskor a helyi lakosok életmódja iránt érdeklődöm. 
Im Uriaub interessiere ich mich für die Lebensart der einheimischen Bevölkerung 
On holiday I am interested in the lifestyle of the local people 
1 2 3 4 
Üdüléskor a melegséget és a barátságos légkört keresem 
lm Uriaub such ich Gemütlichkeit und eine vertraute Atmosphare On holidavl look for cosiness and a familiar 
atmosphere 
1 2 3 4 
A szabadság ideje alatt fontos számomra, hogy mindent megszerveztek és nekem semmiről sem kell 
gondolkodnom. 
Im Uriaub kommt es mir darauf an. dal? alles organisiert ist und ich mich ran nichts zu kümmem brauche 
On holiday it is important that everything is oi^anised and that I need care about nothing! 
1 2 3 4 
Azt választom üdülésem célállomás, ának ahol a gyerekek felügyelete megoldott, és programokat biztosítanak 
számukra. 
Bei der Wahl des Urlaubes ist mir besonders wichtig. dafi es Programme und Betreuung für Kinder gibt 
For a holiday destination I look for programmes and arrangements to look after the children 
1 2 3 4 
Az üdülési célállomás megválasztásakor olyan helyet keresek, ahol biztonságban érzem magam. 
Bei der Wahl des Uriaubsziels kommt es für mich darauf an. dafi ich mich sicher fühlen kann 
When choosing a holiday destination I look for somewhere where I can feel safe 
1 2 3 4 
A szabadság alatt a gasztronómiai élmények (a jó ételek és italok) fontosak számomra 
Im Uriaub lege ich Wert auf gutes Essen und Trinken Qn holidav good food and drink are important to me 
1 2 3 4 
Végül szeretnénk Önnek néhány statisztikai kérdést feltenni. Kérjük, adja meg a 
következő adatokat önmagáról: / Abschliessend möchten wir Sie noch einige 
statistische Angaben bitten. Sagen Sie rnir bitté die folgenden statistischen Daten für 
Sie selbst; / Finally we would like to ask you to answer a few statistical questions: 
Életkora években / Alter in Jahren. / Age (Year's); 
Neme: 
Geschlecht/ Sex: M W / F 
Foglakozási kategóriája: Berufskategorie der befragten Person. / Profession: 
1 Önálló, szabadfoglalkozású, gazdálkodó 
Selbststándig, Freie Berufe, Landwirt 
Self-employed/Entrepreneur/Farmer etc 
2 Vezető beosztású alkalmazott vagy hivatalnok 
Leitender Angestellter oder Beamter 
Senior Manager/Official 
3 Alkalmazott vagy hivatalnok (tanulmányai közben is) 
Angestellter oder Beamter (auch in Ausbildumg) 
Gvil servant/Office Worker (also trainee) 
4 Szakmunkás (tanulmányai közben is) 
Facharbeiter (auch in Ausbildung) 
Skilled Worker (also trainee) 
5 \ Egyéb munkás 
Andere Arbeiter 
Other Worker 
6 Nyugdíjas/járadékélvező 
Pensionist/Rentner 
Pensioner/Private Income 
7 Haztartásbeli(kizárólag) férfi vagy nő 
Haus frau/ Haus mann (ausschliesslich) 
Housewife/ "Househusband" (exclusively 
8 Diák/ tanuló 
Student, Schüler 
Student 
9 Pillanatnyilag foglakozásnélkiili 
Derzeit ohne Bescháftigung 
Currently unemployed 
Hany lakója van lakhelyének? Wíeviele Einwohner hat Ihr Wohnort, Ihre 
Wohngemeinde: What is the population of your home town? 
1 5000 lakos alatt 
Unter 5,000 Einwohner 
below 5,000 
2 5.000 - 50.000 
3 50,000 - 100,000 
4 100,000 - 500,000 
5 500,000 - 1,000,000 
6 1,000,000 + 
Appendix 2 
Visitors' Survey - Graz 
0 Ankunfts datum 
Arrival Date in Gty 
1 Wo haben Sie Ihren standigen Wohnsitz? 
Permanent Place of Residence (Country + Qty/Town etc): 
2 We wiirden Sie Ihre Urlaubzeit in dieser Stadt bescbreiben? Bei einem 
Massstab von 1 bis 5 wobei 1 ist das Minimum and 5 das Maximum 
How would you describe your stay in Graz - On a scale of 1-5 where 1 is the 
minimum and 5 the maximum value? 
1 2 3 4 5 
3 Wie wiirden Sie Ihre Reise hierher bezeichnen? (Nur 1 Antwort bei "a" bis 
"e") 
How would you categorise this trip? (One answer only from "a" to "e") 
a Hauptferienreise des Jahres 
Main Annual Holiday 
b Zweit- oder drittwichtigste Ferienreise des Jahres 
2nd or 3rd holiday of the year 
c Kurzreise 
Short Visit 
d Kuraufenthalt 
Relaxation 
e Anschlussurlaub an beruflichen Aufenthalt 
Holiday at the end of a working visit 
In welche Gruppe wiirden Sie diesen Uriaub hauptsachlich einordnen? 
In which group would you mainly set this holiday? 
f Sporturlaub 
Sporting 
g Besichtigungsurlaub 
Sightseeing 
h Kultururlaub 
Cultural Visit 
i Verwandten-ZBekanntenbesuch 
Visiting Relatives or Friends 
4 Sie übemachten derzeit in: 
In what sort of accommodation are you staying? 
a Hotel/Pension/ Gasthof 
Hotel/Pension/Inn 
b Hotel Gami/Friihstückspension 
Hotel Gami/Bed & Breakfast Accommodation 
c Ferienwohnung/-haus/ Appartment 
Holiday House or Apartment (Self-Catering) 
d Privatzimmer 
Private Room 
e Campingplatz 
Camping 
Seien Sie bitte so gut anzuzeigen zu welchem Grad jede der folgenden Stadten die 
untén erwáhnten Eigenschaften anbietet. Bei einem Massstab von 1 bis 5S bedeutet 
1 NIGHTS und 5 das MAXIMUM. Es mack nichts wenn Sie weder die Stadt 
nicht bis jetzt besucht haben noch gut kennen. Wíchtig ist Ihr Eindruck davon. 
Basic question: 
Can you please indicate how much you think that each of the following cities offers 
in respect of the qualities listed below? Scale your answers from 1 - 5 (1 offering 
nothing at all and 5 the maximum). It does not matter if you have not yet visited the 
cities or if you do not know them very well. What counts is your IMPRESSION of 
them. 
1 2 3 4 5 
1 Oualitát/Auswahl Unterkunft 
Quality and Variety of Accommodation 
2 Unterhaltungs angebot 
Entertainment Facilities 
3 Atmospháre der Stadt 
Ambience of the Qty 
4 Kulturangebot 
Qiltural Resources 
5 Günstige Preise 
Attractiveness of general Price Levels 
6 Erreichbarkeit der touristischen Oitschaften 
Accessibility of Tourist Amenities 
7 Erreichbarkeit der Stadt 
Accessibility of the Qty itself 
8 Laee der Stadt 
Location of die Qty 
9 Eigenart der Stadt 
Individual Qiaracter of the Qty 
10 Freundlichkeit der Bevölkerune 
Welcoming Attitude of the local People 
11 Einkaufsmögliclikeiten 
Shopping Facilities 
12 Gastronom. Oualitát 
Quality of Food and Drink 
Welche dieser Stádte wiirden Sie als weiterer Reiseziel nach Ihrem Besuch in Wien 
auswahlen? (Bei einem Massstab von 1 bis 5, 5 = der erster und 1 = der letzte 
Wahl 
Which of the cities would you chose as an ADDITIONAL package tour destination 
following your visit to Vienna? Rank them according to your priorities from 1 to 5. 
Was ist für Sie bei dieser Urlaubsreise besonders wichtig? Ich habe hier einige 
Aussagen; agen Sie mir, bitté, bei jeder Aussage, ob diese für Sie genau(l), 
überwiegend(2), ein wenig(3) oder gar nicht(4) zutrifft 
Task- What are the important considerations for you on your present holiday? 
Please mark for each of the following (20) statements whether it applies to you 
"totally"^), "mostly"(2), "a little"(3), or "not at ail"(4). 
Wenn ich im Uriaub bin. möchte ich ausspannen und ausrahen 
When I am on holiday I simply want to rest and relax 
1 2 3 4 
Im Uriaub suche ich Komfort und möchte mich verwöhnen lassen 
On holiday I look for comfort and want to be spoilt! 
1 2 3 4 
Ich will mich im Uriaub auch körperlich ansstrengen und treibe Sport 
On holiday I like to exert myself physically and to play sport 
1 2 3 4 
Diese Urlaubreise bedeutet für mich Spannune. Herausforderun? und besondere 
Erlebnisse 
This holiday means excitement for me - a challenge and some unusual experiences 
1 2 3 4 
Im Uriaub möchte ich meine Kreativitat voll ausleben 
On holiday I want to be creative 
1 2 3 4 
Bei der Urlaubswahl lege ich Wert auf kulturelle Angebote und Sehenswürdigkeiten 
When choosing a holiday destination I put a lot of emphasis on cultural events and sights 
1 2 3 4 
Im Uriaub ich möglichst viel Spafi und Vergnügen mit viel Abwechslune 
On holiday I look for a variety of amusement and entertainment 
1 2 3 4 
Für mich sind hier im Uriaub Geselligkeit und Anschlufi wichtie 
On this holiday good company and getting to know people are important for me 
1 2 3 4 
Ich verwende den Uriaub zur Pflege der Gesundheit und Schönheit meines Körpers 
I use my holiday to improve my physical health and appearance 
1 2 3 4 
In den Uriaub zieht es mich wesren des Umgebungs- wechsels von zuhause 
I go on holiday for a change from my usual surroundings 
1 2 3 4 
Bei diesem Uriaub lege ich besonderen Wert auf Ungezwungenheit 
On this holiday I am making a point of being absolutely free-and-easy 
1 2 3 4 
Ich mache ?ern dort Uriaub. wo es ausreichend Unterhaltungsangebote gibt 
I like to spend my holidays where there are plenty of entertainment facilities 
1 2 3 4 
Im Uriaub spielt für mich eine sinnliche Stimmung eine grofie Rolle 
On holiday a sensual atmosphere is very important for me 
1 2 3 4 
Bei der Wahl des Urlanbsortes lege ich Wert auf eine romantisch-nostalgische Stimmune im 
Ort 
When choosing a holiday destination I look for a romantic and nostalgic atmosphere 
1 2 3 4 
Im Uriaub interessiere ich mich für die Lebensart der einheimischen Bevölkerunp 
On holiday I am interested in the lifestyle of the local people 
1 2 3 4 
Im Urlaub such ich Gemütlichkeit und eine vertraute Atmospháre 
On holiday I look for cosiness and a familiar atmosphere 1 2 3 4 
Im Urlaub kommt es mir darauf an. dafí alles organisiert ist und ich rnich um nichts zu 
kümmern brauche 
On holiday it is important that everything is organised and that I need care about nothing! 
1 2 3 4 
Bei der Wahl des Urlaubes ist mir besonders wichtig. dafi es Programme und Betreuung fiir 
Kinder gibt 
For a holiday destination I look for programmes and arrangements to look after the children 
1 2 3 4 
Bei der Wahl des Urlaubsziels kommt es für mich darauf an . dafi ich mich sicher fühlen 
kann 
When choosing a holiday destination I look for somewhere where I can feel safe 
1 2 3 4 
Im Urlaub lege ich Wert auf eutes Essen und Trinken 
On holiday good food and drink are important to me 
1 2 3 4 
Ábsckliessend möchten wir Sie noch einige statistische Angaben bitten. Sagen Sie 
mir bitté die folgenden statistiscken Daten fik Sie selbst; 
Finally we would like to ask you to answer a few statistical questions: 
Alter in Jahren. / Age (Years): — 
GescHecht/Sex: M W / F 
Benifskategorie der befragten Person. / Profession: 
1 Selbststandig. Freie Berufe. Landwirt 
Self-employed/Entrepreneur/Fanner etc 
2 Leitender Angestellter oder Beamter 
Senior Manager/ Official 
3 Angestellter oder Beamter (auch in Ausbildung) 
Civil servant/Office Worker (also trainee) 
4 Facharbeiter (auch in Ausbildung) 
Skilled Worker (also trainee) 
5 Andere Arbeiter 
Other Worker 
6 Pensionist/Rentner 
Pensioner/Private Income 
7 Hausfrau/Hausmann (ausschHessHch) 
Housewife/"Househusband" (exclusively) 
8 Student. Schiller 
Student 
9 Derzeit ohne Beschaftigung 
Currently unemployed 
Wleviele Einwohner hat Ihr Wohnort, Ihre Wohngemeinde: 
What is the population of your home town? 
1 Unter 5,000 Einwohner 
below 5,000 
2 5.000 bis unter 50.000 Einwohner 
5,000 - 50,000 
3 50,000 bis unter 100.000 Einwohner 
50,000 - 100,000 
4 100.000 bis unter 500,000 Einwohner 
100,000- 500,000 
5 500.000 bis 1 Million Einwohner 
500,000 -1,000,000 
6 1 Million oder mehr Einwohner 
1,000,000 or over 
Appendix 3 
Local Residents9 and Opinion Leaders9 Survey - Pécs 
Feladat: Kéljük, hogy az alábbi magyar városokat minősítse az adott skálán aszerint, 
hogy milyen mértékben tartja azokat Pécs versenytársának a szabadidős illetve az 
üzlet turizmus szempontjából Jelölje a szabadidős turizmust "L", az üzleti turizmust 
"B" betűvel Ha mindkét kategória vonatkozik egy városra, akkor mindkét betűt írja a 
választott négyzetbe. 
Aufgabe: Bezeichnen Sie die folgenden Ungarischen Stadte als Konkurrenten (gegen 
Pécs). Seit diese Konkurrenz etwas anderes für die Freizeittouiisten als für die 
Gescháftsbesucher bedeuten wird, schreiben Sie bitté die Buchstabe "L" für die 
Freizeit oder "B" für die Gescháft. Sollen die beide für Sie gelten, dann schreiben sie 
"L+B" zusammen! 
Task Please mark the following Hungarien cities according to your judgement of the 
way in which they compete with Pécs. As this competitive area will be different for 
leisure and business tourists, please indicate by writing "L" for Leisure and "B" for 
Business Tourism. Should both categories apply to you, then please write "L & B" in 
the same box. 
Abschliessend möchten wir Sie noch einige statistische Angaben bitten. Sagen Sie 
mir bitté die folgenden statistischen Daten für Sie selbst; 
Finally we would like to ask you to answer a few statistical questions: 
Alter in Jahren. / Age (Years): - -
Geschlecht / Sex: M W / F 
Berafskategorie der befragten Person. / Profession: 
1 Selbststandig. Freie Berufe, Landwirt 
Self-employed/Entrepreneur/Farmer etc 
2 Leitender Angestellter oder Beamter 
Senior Manager/Official 
3 Angestellter oder Beamter (auch in Ausbildung) 
Gvil servant/Office Worker (also trainee) 
4 Facharbeiter (auch in Ausbildung) 
Skilled Worker (also trainee) 
5 v Andere Arbeiter 
Other Worker 
6 Pensionist/Rentner 
Pensioner/Private Income 
7 Hausfrau/Hausmann (ausschliesslich) 
Housewife/"Househusband" (exclusively) 
8 Student. Schiller 
Student 
9 Derzeit ohne Beschaftigung 
Currently unemployed 
Wieviele Einwohner hat Ihr Wohnort, Ihre Wohngemeinde: 
What is the population of your home town? 
1 Unter 5.Q0Q Einwohner 
below 5,000 
2 5.000 bis unter 50.000 Einwohner 
5,000 - 50,000 
3 50.000 bis unter 100.000 Einwohner 
50,000 - 100,000 
4 100.000 bis unter 500.000 Einwohner 
100,000- 500,000 
5 500.000 bis 1 Million Ejnwohner 
500,000 -1,000,000 
6 1 Million oder mehr Einwohner 
1,000,000 or over 
.Appendix 4 
Opinion Leaders5 Survey - Graz 
Aufgabe: Bezeichnen Sie die folgenden Österreichischen Stadte als Konkurrenten 
(gegen Graz). Seit diese Konkurrenz etwas anderes für die Freizeittouristen als für 
die Gescháftsbesucher bedeuten wird, schreiben Sie bitte die Buchstabe "L" für die 
Freizeit oder "B" für die Gescháft. Sollen die beide für Sie gelten, dann schreiben sie 
"L+B" zusarnmen! 
Task Please mark the following Austrian cities according to your judgement of the 
way in which they compete with Graz. As this competitive area will be different for 
leisure and business tourists, please indicate by writing "L" for Leisure and "B" for 
Business Tourism, Should both categories apply to you, then please write "L & B" in 
the same box. 
Abschliessend möchten wir Sie noch einige statistische Angaben bitten. Sagen Sie 
mir bitté die folgenden statistischen Daten für Sie selbst; 
Finally we would like to ask you to answer a few statistical questions: 
Alter in Jahren. / Age (Years): 
Geschlecht / Sex: M W / F 
Berufskategorie der befragten Person. / Profession: 
1 Selbststandig. Freie Berufe. Landwirt 
Self-employed/Entrepreneur/Farmer etc 
2 Leitender Angestellter oder Beamter 
Senior Manager/ Official 
3 Angestellter oder Beamter (auch in Ausbildung) 
Gvil servant/Office Worker (also trainee) 
4 Facharbeiter (auch in Ausbildung) 
Skilled Worker (also trainee) 
5 Andere Arbeiter 
Other Worker 
6 Pensionlst/ Rentner 
Pensioner/Private Income 
7 Hausfrau/Hausmann (ausschliesslich) 
Housewife/"Househusband" (exclusively) 
8 Student. Schiller 
Student 
9 Derzeit ohne Beschaftigung 
Currently unemployed 
Wieviele Einwohner hat Ihr Wohnort. Ihre Wohngemeinde: 
What is the population of your home town? 
1 Unter 5.000 Einwohner 
below 5,000 
2 5.000 bis unter 50.000 Einwohner 
5,000 - 50,000 
3 50.000 bis unter 100.000 Einwohner 
50,000 - 100,000 
4 100.000 bis unter 500.000 Einwohner 
100,000- 500,000 
5 500.000 bis 1 Million Einwohner 
500,000 - 1,000,000 
6 1 Million oder mehr Einwohner 
1,000,000 or over 
Appendix 5 Hungarian Central Statistical Office T-STAR database 
Number of tourist nights in public accommodation places Number of tourist nights in private accommodation 
County Micro-region DTAAF409J2000 DTAAF409_2001 DTAAF409 2002 DTAAF409_2003 DTAAF629_2000 DTAAF629_2001 DTAAF629 2002 DTAAF629_2003 
3aranya Komló 45171 56982 38922 36446 9873 10375 8801 10490 
Baranya Mohács 15649 16253 14146 13732 2919 3281 3528 3305 
Baranya Pécs 322920 362356 380638 373707 34833 31334 27347 40614 
Baranya Pécsvárad 10188 8783 9622 11087 1630 2474 2305 4648 
Baranya Sásd 6096 7693 8731 13372 166 221 484 216 
Baranya Sellye 7480 3848 5561 2885 19 22 18 
Baranya Siklós 241311 238738 199737 199051 84770 95634 93251 98444 
Baranya Szentlőrinc 3754 6165 11781 13772 399 535 464 719 
Baranya Szigetvár 24359 22233 22174 27086 85 110 763 2559 
Somogy Baiatonföldvár 476484 476202 425756 358728 85469 80473 75802 57787 
Somogy Barcs 19470 19373 18776 18487 2527 4490 14426 17524 
Somogy Csurgó 894 3787 3594 4306 134 48 24 869 
Somogy Fonyód 372632 370435 417273 369352 746865 763782 582460 528950 
Somogy Kaposvár 114296 103667 92915 92450 26025 26882 21614 19849 
Somogy Lengyeltóti 8341 8784 8357 7303 2626 3989 4669 2929 
Somogy Marcali 1812 3167 3962 4721 4300 3252 3666 3157 
Somogy Nagyatád 26783 28944 31637 30113 752 934 845 949 
Somogy Siófok 849197 919551 924150 788443 395075 424324 390667 372567 
Somogy Tab 1235 2122 3105 2692 2591 1621 1801 2175 
Tolna Bonyhád 3873 4130 5751 11268 99 184 1727 1073 
Tolna Dombóvár 12774 14025 12665 17352 13694 16855 21206 17776 
Tolna Paks 22753 22390 19934 21727 934 3405 2709 3795 
Tolna Szekszárd 50165 57582 66534 78257 3422 4385 9930 4550 
Tolna Tamási 16099 16389 27357 28674 25262 18740 15978 21581 
Average number of tourist nights per person Average number of 
tourist nights 
2000-2003 County Micro-region 2000 2001 2002 2003 
Baranya Komló 3,2 2,9 3,3 3,0 3,1 
Baranya Mohács 2,0 2,1 2,0 2,1 2,1 
Baranya Pécs 2,2 2,2 2,1 2,2 2,2 
Baranya Pécsvárad 3,0 2,7 2,5 2,7 2,7 
Baranya Sásd 1,9 1,8 1 2,1 1,9 1,9 
Baranya Sellye 3,1 2,9 2,6 2,9 
Baranya Siklós 5,5 5,2 4,6 4,6 5,0 
Baranya Szentlőrinc 3,3 2,6 2,6 2,8 2,8 
Baranya Szigetvár 2,4 2,6 2,7 3,2 2,7 
Somogy Balatonfoldvár 5,7 5,2 4,9 4,5 5,1 
Somogy Barcs 4,6 4,6 5,1 5,4 4,9 
Somogy Csurgó 3,0 4,2 2,7 2,9 3,2 
Somogy Fonyód 6,2 5,8 4,9 4,2 5,3 
Somogy Kaposvár 3,6 3,7 3,4 2,9 3,4 
Somogy Lengyeltóti 3,8 3,9 4,1 3,8 3,9 
Somogy Marcali 4,7 5,7 2,8 3,4 4,1 
Somogy Nagyatád 3,2 3,4 3,4 3,1 3,3 
Somogy Siófok 4,4 4,7 4,6 4,6 4,6 
Somogy Tab 4,9 3,4 3,4 3,1 3,7 
Tolna Bonyhád 2,8 2,5 2,6 2,5 2,6 
Tolna Dombóvár 3,8 4,1 4,0 3,7 3,9 
Tolna Paks 2,9 3,2 2,5 3,0 2,9 
Tolna Szekszárd 2,4 2,5 2,9 2,5 2,6 
Tolna Tamási 6,3 5,1 3,7 3,9 4,7 
Total number of tourists in public accommodation places Number of tourists in private accommodation 
County Micro-region DTAAF407_2000 DTAAF407_2001 DTAAF407_2002 DTAAF407_2003 DTAAF628_2000 DTAAF628_2001 DTAAF628_2002 DTAAF628 2003 
Baranya Komló 14935 20379 12219 12936 2481 2719 2349 2748 
Baranya Mohács 8189 8132 7565 7329 1019 996 1201 903 
Baranya Pécs 156391 175378 189288 178332 7659 6634 6801 7929 
Baranya Pécsvárad 3572 3535 4187 4136 416 644 548 1681 
Baranya Sásd 3257 4213 4209 7068 97 112 78 98 
Baranya Seliye 2195 1226 1882 1098 8 19 2 
Baranya Siklós 47774 50706 49606 50688 11885 13163 13862 14102 
Baranya Szentlőrinc 1161 2460 4656 5009 108 123 113 163 
Baranya Szigetvár 10118 8534 8295 8334 22 42 187 860 
Somogy Balatonfoldvár 87947 97175 92142 86294 10445 9507 9383 7063 
Somogy Barcs 4146 3914 4146 3976 626 1297 2312 2677 
Somogy Csurgó 340 898 1314 1670 4 12 6 128 
Somogy Fonyód 71328 80570 86877 78014 110240 115935 117371 133456 
Somogy Kaposvár 36076 32847 31449 35799 3223 2855 2291 2395 
Somogy Lengyeltóti 2446 2635 2458 2235 411 661 729 446 
Somogy Marcali 616 693 1820 1731 698 436 903 612 
Somogy Nagyatád 8275 8486 9258 9679 244 290 259 317 
Somogy Siófok 224285 221036 228285 197082 57252 64913 59028 54513 
Somogy Tab 395 697 1169 1144 379 388 286 423 
Tolna Bonyhád 1379 1699 2706 4798 19 37 203 143 
Tolna Dombóvár 5187 5572 5383 7007 1803 1948 3168 2418 
Tolna Paks 7915 7647 8545 7962 266 380 424 441 
Tolna Szekszárd 20761 23343 25204 32165 1384 1205 729 812 
Tolna Tamási 3934 4433 9859 10784 2649 2438 1915 2200 
Total number of bed-places in public accommodation places Bed-places in private accommodation) 
County Micro-region DTAAF412_2000 DTAAF412_2001 DTAAF412_2002 DTAAF412 2003 DTAAF625_2000 DTAAF625_2001 DTAAF625_2002 DTAAF625 2003 
Baranya Komló 1373 1156 1110 1559 407 415 550 580 
Baranya Mohács 500 538 517 525 240 271 336 337 
Baranya Pécs 9616 9510 10081 9341 1341 1366 1485 1462 
Baranva Pécsvárad 310 320 293 295 128 181 228 252 
Baranya Sásd 73 73 88 194 19 23 44 30 
Baranya Sellye 78 80 132 132 6 6 6 6 
Baranya Siklós 3711 4105 4086 4046 6431 6771 6872 7227 
Baranya Szentlőrinc 160 166 154 163 53 39 53 54 
Baranya Szigetvár 629 606 630 745 15 35 36 62 
Somogy Balatonfoldvár 13106 13282 14603 12677 13073 15130 15426 15513 
Somogy Barcs 326 277 370 305 563 620 755 655 
Somogy Csurgó 88 60 82 98 4 12 31 
Somogy Fonyód 10317 9510 12177 11880 50386 50078 51336 51639 
Somogy Kaposvár 2053 1857 1596 1814 1290 1283 1310 1410 
Somogy Lengyeltóti 654 670 676 663 649 558 864 869 
Somogy Marcal; 57 87 132 151 653 642 666 664 
Somogy Nagyatád 760 615 597 721 62 71 110 73 
Somogy Siófok 15832 16714 17561 16882 26605 27458 30750 28339 
Somogy Tab 44 44 52 60 59 65 69 83 
Tolna Bonyhád 173 238 416 481 24 29 61 73 
Tolna Dombóvár 680 295 308 442 1670 1819 1709 1836 
Tolna Paks 577 586 657 502 87 127 144 141 
Torna Szekszárd 1689 1895 2564 2981 243 269 289 331 
Tolna Tamási 463 450 515 576 1092 1175 1133 1110 
Total number of bed-places in the micro-regions Average of total number of 
bed-places 
2000-2003 County Micro-region 2000 2001 2002 2003 
Baranya Komló 1780 1571 1660 2139 1788 
Baranya Mohács 740 809 853 862 816 
Baranya Pécs 10957 10876 11566 10803 11051 
Baranya Pécsvárad 438 501 521 547 502 
Baranya Sásd 92 96 132 224 136 
Baranya Sellye 84 86 138 138 112 
Baranya Siklós 10142 10876 10958 11273 10812 
Baranya Szentlőrinc 213 205 207 217 211 
Baranya Szigetvár 644 641 666 807 690 
Somogy Balatonföldvár 26179 28412 30029 28190 28203 
Somogy Barcs 889 897 1125 960 968 
Somogy Csurgó 64 94 129 96 
Somogy Fonyód 60703 59588 63513 63519 61831 
Somogy Kaposvár 3343 3140 2906 3224 3153 
Somogy Lengyeltóti 1303 1228 1540 1532 1401 
Somogy Marcali 710 729 798 815 763 
Somogy Nagyatád 822 686 707 794 752 
Somogy Siófok 42437 44172 48311 45221 45035 
Somogy Tab 103 109 121 143 119 
Tolna Bonyhád 197 267 477 554 374 
Tolna Dombóvár 2350 2114 2017 1 2278 2190 
Tolna Paks 664 713 801 643 705 
Tolna Szekszárd 1932 2164 2853 3312 2565 
Tolna Tamási 1555 1625 1648 1686 1629 
Population number at end of year 
County Micro-region DTAAA101 _2000 DTAAA 101 2001 DTAAA101_2002 DTAAA 101 2003 
Baranya Komló 42605 42369 42060 41762 
Baranya Mohács 52315 52048 51860 51655 
Baranya Pécs 185933 184996 184892 184213 
Baranya Pécsvárad 13287 13304 13185 13004 
Baranya Sásd 15761 15565 15461 15248 
Baranya Sellye 15059 14923 14711 14541 
Baranya Siklós 38959 38893 38634 38404 
Baranya Szentlőrinc 15860 15911 15892 15748 
Baranya Szigetvár 28368 28321 28014 27685 
Somogy Balatonföldvár 11927 11844 11764 11790 
Somogy Barcs 27125 26873 26564 26341 
Somogy Csurgó 19253 18973 18877 18734 
Somogy Fonyód 27596 27607 27449 27329 
Somogy Kaposvár 124493 124293 124240 123891 
Somogy Lengyeltóti 11897 11932 11842 11658 
Somogy Marcali 33183 32817 32538 32249 
Somogy Nagyatád 28771 28615 28545 28222 
Somogy Siófok 36927 37147 37433 37610 
Somogy Tab 16758 16698 16449 16241 
Tolna Bonyhád 30888 30585 30273 30005 
Tolna Dombóvár 36058 35711 35431 35127 
Tolna Paks 50525 50587 50665 50355 
• Tolna Szekszárd 90540 90197 89659 89293 
Tolna Tamási 43583 43257 42970 42507 
Number of tourist nights per thousand inhabitants Average number of 
tourist nights per 
thousand 
inhabitants 
2000-2003 
Bed-places per thousand inhabitants Average number 
of bed-places per 
thousand 
inhabitants 
2000-2003 
County Micro-region 2000 2001 2002 2003 2000 2001 2002 2003 
Baranya Komló 1292 1590 1135 1124 1285 42 37 39 51 42 
Baranya Mohács 355 375 341 330 350 14 16 16 17 16 
Baranya Pécs 1924 2128 2207 2249 2127 59 59 63 59 60 
Baranya Pécsvárad 889 846 905 1210 963 33 38 40 42 38 
Baranya Sásd 397 508 596 891 598 6 6 9 15 9 
Baranya Sellye 259 380 200 279 6 6 9 9 8 
Baranya Siklós 8370 8597 7584 7746 8074 260 280 284 294 279 
Baranya Szentlőrinc 262 421 771 920 593 13 13 13 14 13 
Baranya Szigetvár 862 789 819 1071 885 23 23 24 29 25 
Somogy Balatonföldvár 47116 47001 42635 35328 43020 2195 2399 2553 2391 2384 
Somogy Barcs 811 888 1250 1367 1079 33 33 42 36 36 
Somogy Csurgó 53 202 192 276 181 0 3 5 7 4 
Somogy Fonyód 40567 41084 36421 32870 37736 2200 2158 2314 2324 2249 
Somogy Kaposvár 1127 1050 922 906 1001 27 25 23 26 25 
Somogy Lengyeltóti 922 1070 1100 878 992 110 103 130 131 118 
Somogy Marcali 184 196 234 244 215 21 22 25 25 23 
Somogy Nagyatád 957 1044 1138 1101 1060 29 24 25 28 26 
Somogy Siófok 33695 36177 35125 30870 33967 1149 1189 1291 1202 1208 
Somogy Tab 228 224 298 300 263 6 7 7 9 7 
Tolna Bonyhád 129 141 247 411 232 6 9 16 18 12 
Tolna Dombóvár 734 865 956 1000 889 65 59 57 65 62 
Tolna Paks 469 510 447 507 483 13 14 16 13 14 
Tolna Szekszárd 592 687 853 927 765 21 24 32 37 29 
Tolna Tamási 949 
IN
 
OO 1008 1182 988 36 38 38 40 38 
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Appendix 7 
International Tourist Arrivals, 1950-2002* 
World Africa Americas Asia and Europe Middle World Africa Americas Asia and Europe Middle 
the Pacific East the Pacific East 
International Tourist Arrivals (million) Change over previous year (%)1 
Source: World Tourism Organization (WTO) © (Data as collected by WTO September 2003) 
1 Before 1995, data are simple aggregates of country results and are not corrected for changes in series, so changes on previous year might not be in all cases 
correct. 

